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the excitingly 
new square toe, 
as Mijji’s “Nellie” visualizes it, 
with stacked 


continental 


heel 


Gag 


* 307 Dear Brown... available (make-up) 





in all Hubschman fashion colours 


ew Algy Shoes, Inc., Everett 40, Massachusetts. 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23... Fashion Office: 261 Fifth Avenue, New York 10 





Hop into the new baby-comfort market with... 


New Cowtod thuvougk Flexibibity 


@ Hore! 


/ 


Order this 
striking 


HOPPITY 


display. 


Stock 


HOPPITY 
in depth 
and be 


ready 
for the 
rush! 


There’s more strong floor talk here for mothers than you’ve 
had in a long time! There’s new comfort through flexibility 
everywhere, and they’re all leather: Lightweight but sturdy 
welting, insoles, outsoles, quarter linings and uppers. 

Air Cushion made of “living” latex interconnected cell foam 
that “breathes.” Flextra Box Toe, so sturdy yet resilient. 
Stock HOPPITY now .. . a new assurance to mothers 

...a new comfort to babies and infants, from Simplex! 


wonderful 


: |= “QD Simplex Flexies 


28 Black 
29 Sand , For further information, write to 


30 Blue 
SIMPLEX SHOE MANUFACTURING COMPANY 
Sizes: B-EE, 4 to 6, 6% to 8 MILWAUKEE 1, WISCONSIN 
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“War Eagle” 


Style 4800 
... for Men 


New American Eagle 
overlay on higher shal- 
low scallop 11-inch 
top. Contrasting un- 
derlays and stitching. 
6% thru 12, and 13. 
B and D widths. Size 
6 in D only. 


COST TO YOU 
$10.10 








Style 1658 ... for Men 


r ” ' 
The Drover Natural buckskin, full 12-inch top with 
elaborate rows of stitching. Higher shal- 
Style 1628 low scallop and ‘‘Needle-Point’’ toe. 6% 
... for Men ) thru 12, and 13. Band D widths. 


“Ruff-Out’ Retan | cosTTO You $12.00 
leather foot and 12 oo 

inch full-grain Retan 
leather top. Fully 
leather lined leg with 
insulating quilted in- 
ner-lining. 6% thru 
12, and 13. Band 
D widths. 


COST TO YOU 
$12.00 








new custom styles pple 
1 Style 7400... for Men oh 
new custom features smrsrh tee teat oie medium walking 
- heels. Elaborate inlay and stitching de- 


sign. 6% thru 12, and 13. BandD 
widths. Size 6 in D only. 


costto you $8.90 











Here are five outstanding numbers 


from Acme's magnificent 1961 line... 





new more luxurious-looking leathers... 


The “Brazos” 


Style 9070... for Men 


Custom Ranch Wellington 
with popular roomy western 
toe, straight wall ‘‘Dogger’’ 
heels. 6% thru 12, and 13. 
B, D and E widths. 


COST TO YOU 
$8.90 


styles with the distinctive look of 


richness and quality. 
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In this issue... 


Job rating—an answer to the profit squeeze .. . 


A job rating program followed m" by sound employee 
training is a definite way to cut sell 


ing costs. 


The ‘reasons why’ of good store layout 


Customers may not know why they like a well designed 
store but they will be attracted to it and will return again 
and again. 


More profit through better planning 


Businessmen who establish their goals and set up a pro- 
gram for reaching them, obtain the greatest reward in 
the end—profits. 


The leather lines for spring 62 


Neutrals and whitened brights star in the color picture. 
Smooth and small grain textures are outstanding. 


How to add 15% to your back-to-school sales .. . 


If you sell -_ one extra pair of shoes to every seventh 
back-to-school customer, you will automatically develop 
a !5 per cent increase for your store. 


Departments .. . 


Estelle Anderson 
Gervase Butler 
Dates 

Deaths 

Editorial .... 
Geraldine Epp 
Inside shoe business 
The last word 
Leather-allied news 
Letters 
Manufacturing report 
Manufacturing news 
New products 
Pattern portrait 


Coming July 15... 


The great white way of selling costs 


Personnel 

Profile 

Publisher’s column 
Retail trade report 
Retail news 
Salesmen on the road 
Evelyn Schless 

Shoe people 

Shoe school 

Trade trends 

Voices from the trade 
Washington alert 
Worth writing for 


Sales should be made at a cost that insures profit for the 
store and good earnings for the salesman. A brilliant 
analysis of selling costs by Frank T. Underhill, with a prac- 


tical and useable retail sales productivity chart. 
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Ty's fun to play games. But fatal 

in business. Why play hide-and-seek in 
today’s children’s market? Discover 
Blue Star . . . the prestige shoe in the 
profit zone. Scientifically designed and 
meticulously made to fit every growing 
need, it’s the quality you’ve been 
looking for - at the prices 


most people pay. 





STAR 


$5-$6-$7 SHOES In stock — Same day service 








WASHINGTON ALERT .., ccosce enxes 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Anti-business climate 


Take it from an _ experienced 
Washington observer—the Na- 
tional Retail Merchants Associa- 
tion—the current anti-business cli- 
mate in Washington is “disturb- 
ing.” 

Both the Kennedy Administra- 
tion and the Congress are busy 
playing footsie with the consumer 
and are writing some harmful anti- 
business laws. 

For example: 

@ The Administration demanded 
—and the Congress agreed — that 
federal wage controls must be im- 
posed on local retailing operations. 
The concept that retailing is a local 
—not interstate — operation has 
been scrapped. The NRMA de- 
scribes the new wage law as “a big 
step forward, which could, in a few 
short years, erase all state lines.” 

@ The Administration wants— 
but the Congress has not yet 
agreed—to set up a “U. S. Depart- 
ment of Consumers,” which would 
exist largely for the purpose of en- 
couraging consumers to demand 
better goods at lower prices. Such 
a department, if set up, would be a 
natural rallying ground for forces 
that want to see federal laws set- 
ting standards for manufacture of 
shoes and other articles and laws 
bringing back war-time price con- 
trols. 

@ Several senators, headed by 
Sen. Paul Douglas (Illinois Demo- 
crat), are calling for a law requir- 
ing that all carrying charges and 
credit charges be expressed in 
terms of simple interest. Many 
merchants would be hard hit by 
such a law. Since all costs have to 
be passed on to the consumer one 
way or another, enactment of the 
Douglas bill would inevitably mean 
higher retail prices in many stores. 

Retailers can exert more influ- 
ence in Washington—if they want 
to. For one thing, congressmen DO 
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read their mail—and they are in- 
fluenced by it. Many Senate and 
House members depend solely on 
their mail and their home-town 
newspapers to find out how “the 
wind is blowing,” and they are defi- 
nitely influenced by the letters 
written “from the heart” either for 
or against the various proposals 
pending in the congress. 

Mail addressed to President Ken- 
nedy is far less effective now, in 
1961, than mail to the Congress. 
Mr. Kennedy does not have to face 
the voters until November, 1964. 


Expensive confusion 


Confusion over the new mini- 
mum wage law will be expensive to 
merchants. The Labor Department, 
which must interpret the law be- 
fore it goes into effect Sept. 3, is 
having trouble untangling it. 

If the federal wage-hour law ex- 
perts are having trouble with the 
law, business may find it even more 
troublesome. 

Confusion centers around the 
law’s tests for exemption, partial 
coverage of some workers, and cov- 
erage of workers engaged in “in- 
terstate or foreign commerce.” 

And threatening businessmen 
who make mistakes using the law 
is the power of the government to 
punish errors. The government 
sues for back wages of any worker 
who is covered and not paid the 
minimum. The courts usually grant 
an equal amount in damages to the 
worker. 


Tax break—maybe 


Merchants planning to remodel, 
expand, or modernize store facili- 
ties can share the $1.7 billion an- 
nual tax break asked by President 
Kennedy—if Congress goes along. 

Kennedy proposed a credit plan 


based on investments for “new 
plant and equipment.” Plan would 


allow tax credits up to: 15 per cent 
of such investments, which run 
higher than current depreciation 
allowance; 6 per cent if invest- 
ments are between 50 and 100 per 
cent of depreciation allowance; as 
a minimum, 10 per cent of first 
$5,000 invested. 


Total deduction would be limited 
to 30 per cent of yearly taxes. 
Credits would apply on investments 
after January 1, 1961. 


Retirement tax deferral 


Despite House approval of a bill 
(H.R. 10) to give self-employed 
businessmen a tax deferral on their 
own retirement programs, the Sen- 
ate isn’t likely to follow suit. The 
Senate, more in tune with the Ken- 
nedy Administration, plans to allow 
the bill to die. 


President Kennedy, backed up by 
Treasury Secretary Dillon, wants 
the idea put off, at least this year. 


The plan would allow self-em- 
ployed people under 50 years of 
age, not under some other retire- 
ment program, to deduct up to 10 
per cent ($2,500 tops) from per- 
sonal income before taxes. This 
money would be diverted to a pri- 
vate retirement fund with taxes 
payable when the fund is with- 
drawn. 


Government spending cut 


Rep. Peter A. Garland (Maine 
Republican) has been battling hard 
for a reduced rate of government 
spending. He reports—with a grin 
—that he is achieving some results. 
The House Appropriations Com- 
mittee, reporting to the House fol- 
lowing weeks of study on the 
spending requests of the Labor and 
Health, Education and Welfare De- 
partments, said it had managed to 
cut by $81.00 a $33 million request 
for spending money! 
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Millions of consumers will see startling evidence of amazing Living Leather 
in America’s leading consumer magazines: LIFE, GLAMOUR, ARGOSY, 
SPORTS ILLUSTRATED, ESQUIRE, PLAYBOY! 


TV SPOTS in over 100 major marketing areas! Get the complete details from 
your Living Leather salesman or write: Living Leather, Endicott, New York. 
LIVING LEATHER, A DIVISION OF ENDICOTT JOHNSON, ENDICOTT, NEW YORK 


LIVING "= LEATHER SHOES 


Stay new looking 500% longer 
and amazing Living Leather is 
natural leather — it breathes. 








LETTERS 


The cart before the horse 

I have always told any of my 
shoe manufacturer friends, when 
they mentioned ‘‘consumer de- 
mand,” that they were putting the 
cart before the horse. The demand 
is created by the producers. 

When a manufacturer produces 
a shoe that the consumer likes and, 
at the same time fits, he will buy 
it. Your article, “A New Look at 
‘Consumer Demand,’” in the June 
1 issue is so right. Congratula- 
tions! 

The new BooT AND SHOE RE- 
CORDER format is excellent. It is 
easy to thumb through and read. 

SIDNEY A. FRANKEL 
GOTHAM SHOE MFG. CO., INC. 
BINGHAMTON, N. Y. 





Consumer demand 

A real thought-provoking article 
that was, about consumer demand. 

Some of it I agree with. Some 
things I believe it leaves unsaid. 

Your statement, “All consumer 
demand is created by the producer,” 
stops a bit short, for instance. 
WHICH producer? 

American automobile producers 
“knew” the American public want- 
ed big, chrome-heavy autos. Ap- 
parently, however, they didn’t. It 
took some of the overseas pro- 
ducers to open their eyes. 

And I believe the import problem 
in the shoe industry hinges upon 
some factors other than price, too. 

To my way of thinking, one of 
the dangers of extreme centraliza- 
tion is the stifling of creativity ... 
caused by the attempts of the car- 
tels to standardize and to limit 
freedom of choice. 

The consumers may “not know 
what they like or dislike until 
after the fashion is introduced” 
. .. . but, brother, if they don’t 
accept it, best the producer look 
out. 

One of the things that has in- 
creased our own business is trying 
harder than ever to find out what 
customers will buy, and then get- 
ting more of it until they’re tired 
of it. 

And we've re-discovered the fact 
that having the right size is more 


important than ’most 
else. 

We show a lot of different things 
(we’ve French toes already, etc.), 
but we do not give a damn about 
“educating” the customers. All of 
our time is occupied in trying to 
have what’s easy to sell, advertis- 
ing and displaying the things that 
are easiest to sell. 

I am a lot more interested in 
finding (and keeping up) “run- 
ners” than in discovering newsy 
items. 


anything 


SAM SULLIVAN 
SAM SULLIVAN SHOES INC. 
LAREDO, TEX. 


Advertising mats 

I don’t agree with the premise 
that most mats prepared by shoe 
manufacturers are ineffective. (RE- 
CORDER, May 15, p. 50) I think 
their use at Sabath’s has been a 
definite plus in attracting custom- 
ers. 

I make this qualification, how- 
ever. The shoe department manager 
in a smaller department store, such 
as ours, must acquire the knack of 
re-writing copy and heads in the 
mats to suit his local needs. With 
few exceptions, I find the art work 
in the mats excellent; but the copy 
is often too windy. 

I offer these as examples of our 
shoe advertising formulae at Sa- 
bath’s. In seasonal promotions or 
clearances, we use a maximum of 
two columns by 20 inches of copy. 
On a Father’s Day promotion, the 
focal point can be narrowed. We 
then use a two column by 12 inch 
ad, with a single picture, such as a 
popular oxford. On another sale, 
which we called President’s Sale, 
we used a “thank you” statement 
from our president, Ed Sabath. 

Mats were used for all the fore- 
going ads, but much of the copy 
was scratched out to tailorize for 
the specific event. 

Our ideal ad is one where the 
shoe illustration has first promi- 
nence. Next in prominence is price. 
I see no reason why we shouldn’t 
inject clever heads in our ads if 
they sell more shoes without vio- 
lating ethical practices. For in- 
stance, we recently ran an ad with 
the banner head featuring two 
pairs of shoes for $6.00. The sub- 
head stated that the single-pair 
price was $3.44. That ad brought 


us a lot of two-pair sales, which 
Was our purpose. 

One criticism I would make of 
mat distribution is that they come 
without impressions. It is difficult 
for the shoe merchandising or ad 
manager to make his revisions di- 
rectly from the mat. For my part, 
I would rather have a black and 
white impression to work from. 

I repeat that mats are of real 
value. I think that shoe retailers 
would find it hard to duplicate or 
approach the art work in mats. The 
layout ideas in them are also good. 
But mats are weak in supplying 
copy that is of interest to a par- 
ticular locality. We in the North 
might feature the cushion-arch 
comfort of a particular shoe, while 
a store in the South might accentu- 
ate the coolness provided by the 
vents in the same shoe. Then, too, 
local terminology cannot be sup- 
plied in the necessarily stylized na- 
tionally distributed mats. 

I realize that mat revision bur- 
dens the shoe merchandising man- 
ager with the responsibilities of 
copy writing and layout planning; 
but he is certain to draw a larger 
traffic to his store by combining his 
local advertising know-how with 
the built-in professionalism found 
in mats. 

BILL MERRITT, MGR., SHOE DEPT. 
SABATH’S DEPT. STORE 
CHICAGO 


Pointed toes 
We have such a predominantly 
strong opposition to pointed toes in 
our area, and this feeling seems to 
be growing, that I thought it would 
be interesting to know what a poll 
of your subscribers would indicate 
regarding this controversial style. 
CHARLES H. LESHER 
CHARLES H. LESHER, INC. 
SHAKER HEIGHTS, OHIO 


(If you have thoughts on the sub- 
ject of pointed toes, send them to 
Letters to the Editor, BooT AND 
SHOE RECORDER, 56th & Chestnut 
Sts., Philadelphia 39, Pa.) 


Commendation 
We commend you for the im- 
proved format of BooT AND SHOE 
RECORDER. Keep up the good work. 
JOHN A. LEMLY, ADV. MGR. 
A. E. NETTLETON CO. 
SYRACUSE, N. Y. 
(MORE LETTERS PAGE 24) 
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DATES 





Major markets .. . 


National Shoe Fair, National Shoe Manu- 
facturers Assn. and National Shoe Re- 
tailers Assn., Fontainebleau, Barcelona, 
Seville, Sorrento and Montmartre Hotels, 
Miami Beach, Fla. ..cisscccesnssose Sept. 

Shoe Show of America (formerly Popular 
Price Shoe Show of America), National 
Assn. of Shoe Chain Stores and New Eng- 
land Shoe and Leather Assn., Hotels New 
Yorker and Sheraton-Atlantic, New York 

Nov. 5-9 

Allied Shoe Products Show, Fall-Winter 1962, 

New York Trade Show Blidg., New b) a 
ec. 2- 


. . « and keep in mind 


Michigan Shoe Travelers Club, Shoe Fair 

Caravan, Statler Hilton Hotel, Detroit 
July 9-11 

Designer Shoe Guild, Advance Spring Open- 

ings, members' showrooms, New York 
Week of Aug. 7 

Market Research Institute, National Shoe 

Manufacturers Assn., Hotel Seville, Miami 
Beach, Fla. Sept. 21-22 


Canadian Shoe and Leather Fair, Shoe & 
Leather Council of Canada, Sheraton 
Mt. Royal Hotel, Montreal Oct. 1-4 
Midwest Shoe Travelers’ Assn., Spring Shoe 
Show, Palmer House, Chicago Oct. 1-4 
Dallas Spring Shoe Fair, independent spon- 
sorship, Dallas Trade Mart, Dallas....Oct. 1-4 
Ohio Shoe Travelers Club, Spring Shoe 
Fair, Deshler Hilton Hotel, Columbus, O. 
Oct. 8-10 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria, Biltmore 
and Sheraton West Hotels, Los Angeles 
Oct. 
Pacific Northwest Shoe Travelers, Seattle 
Spring Shoe Fair, Olympic 
Washington Hotels, Seattle 
Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Dinkler Plaza, Henry Grady, 
Piedmont and Peachtree - on - Peachtree 
Hotels, Atlanta 


Mountain States Shoe Travelers Assn., 
Spring Shoe Market, Albany ae 


Chicago Shoe Show, National Shoe Manu- 
facturers Assn. and National Shoe Re 
tailers Assn., Palmer House and Conrad 
Hilton Hotels, Chicago Oct, 22-25 

Southwestern Shoe Travelers Assn.,_ Inc., 
Spring Shoe Fair, Adolphus, Baker and 
Statler Hilton Hotels, Dallas....Oct. 29-Nov. | 

Dallas Spring Shoe Fair (repeat showing), 
independent sponsorship, Dallas Trade 
Mart, Dallas Oct. 29-Nov. 

Boston Shoe Travelers' Assn., Spring Shoe 
Show, Parker House, Boston Oct. 29-Nov. 

Northwest Shoe Travelers, Inc., Spring Shoe 
Show, St. Paul Hotel, St. Paul, Minn. 

Oct. 29-Nov. 

Pennsylvania Shoe Travelers’ Assn., Inc., 
Spring Shoe Show, Hotels Penn Sheraton 
and Carlton House, Pittsburgh. .Oct. 29-Nov. 

Indiana Shoe Travelers’ Assn., Inc., Spring 
Shoe Fair, Claypool Hotel, Indianapolis, 

Us va oabtj0ac osc chsucd anc tin dibieca wis Nov. 5-7 

North American Factory Management Con- 
ference and Shoe Machinery Show, No- 
tional Shoe Manufacturers Assn. and 
Shoe Manufacturers’ Assn. of Canada, 
Netherland Hilton Hotel, Cincinnati 

May 17-20, 1962 


Foreign... 


Semaine Internationale du Cuir (Interna- 
tional Leather Week), Parc des Exposi- 
tions, Porte de Versailles, Paris, France 

Sept. 8-13 

Italian Shoe Week, Vigevano, Italy ...Sept. 17-25 

Sample Shoe Show, Dusseldorf, Germany 

Oct. 1-3 

Shoes for Spring Exhibition, Footwear Man- 
ufacturers' Federation, Mt. Royal Hotel, 
London Oct. 2-5 

Fashion in Footwear Exhibition, Washington 
Hotel, London 
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Back-to-School Time! 


Lazy-Bones ‘‘Back-to- 
School” Ads in PAR- 
ENTS’ and WOMAN'S 
DAY for August go into 


6,800,000 homes! 








@ SCHOOL BUS @ 














get aboard with 
LAL Y-BONEL 


REG. U. S. PAT. OFF. AND CANADA 


Selling Lazy-Bones before school 
starts is like offering World’s Series 
box seats at regular prices 
without problems. You can give 
every mother the style her boy or 
girl wants in the right size! Be 
ready when the rush starts, for 
best-ever ‘‘school shoe’’ volume, 
profit and turn-over. 


THE JUVENILE SHOE CORPORATION OF AMERICA, AURORA, MO. 


MAKERS OF 


LALY-BONLES 


REG. U. S. PAT. OFF. AND CANADA 


Good, Shoed, fot Bag and Gila 
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Dainty or Rugged...They need the strength of 
P LI Ri B From one extreme to the other — in Goodyear Welt misses’ 


fashion footwear to cowboy boots — PLIRIB insole rib material provides the key to 
better shoes. Why? Because PLIRIB makes it easy to get in close for improved inseaming 
and tighter edges, provides better lasting conditions, eliminates the need for all-over 
reinforcing! It’s one more way smart shoe manufacturers are building extra sales appeal 
and quality into medium and high-priced shoes . . . and doing it at a profit! 

PLIRIB insole material does more than improve the appearance of your shoes. It 
makes your profit figures look better, too. Combined with the USMC Sole Cement 
Applying Machine and the Goodyear Insole Rib Attaching Machine, Model B, PLIRIB 
material gives you a complete insole system that results in faster, more economical pro- 
duction of quality footwear. 

PLIRIB insole rib material is produced in both single and double strength types by 
B. B. Chemical Co. and is distributed by United Shoe Machinery Corporation. Your 
UNITED representative will welcome the oppor- 
tunity to demonstrate — on your own insole 
blanks — how you'll benefit with PLIRIB material. Wnited. 
United Shoe Machinery Corporation, 140 Federal ® 
Street, Boston, Massachusetts. P LI Ri =] 


UNITED SHOE MACHINERY CORPORATION « BOSTON, MASSACHUSETTS 








EDITORIAL 


by JOHN REILLY 


A new role for the credit man 


The shoe manufacturer’s credit man, once the bane 
of the small retailer’s existence, may prove to be his 
strongest ally in the growing battle against the mass 
merchandisers. The “no” man, the fellow who de- 
mands payment twenty-four hours after shipment or 
whenever a bill becomes due and who threatens ‘no 
merchandise unless you pay on time,” is a relic of 
the “cracker barrel” era of credit management. 


The role of the credit man 


This is the thinking of Raymond L. Seaman, Gen- 
eral Credit Manager, International Shoe Company. 
Mr. Seaman, talking to the Wearing Apparel and 
Footwear Section of the National Association of 
Credit Management, stressed the vital importance of 
the preservation of the small independent merchant 
and described the role that the alert credit man can 
play in keeping independents healthy and virile. 

“Why is this up to the credit man?” he asked. “The 
answer is simple. Nowhere can the retailer turn 
where he has a right to expect the kind of help he 
needs—capable, constructive, up to date, responsible 
advice—except to his credit man. There is no one in 
industry anywhere who has a finer opportunity to 
observe what is going on in his industry and to 
intelligently counsel his customers than the credit 
man. When the opportunity to lend a hand presents 
itself through the medium of credit wisely adminis- 
tered, the credit man’s first requirement is to recog- 
nize that there is a solution and to work towards the 
goal of providing one to the extent that this comes 
within the credit executive’s prerogative.” 

Mr. Seaman pointed to the obvious fact that a great 
number of retailers find themselves in a life and 
death struggle for survival against “organized com- 
petition.” Organized competition takes many forms 
and creates many serious problems for independent 
retailers. It consists of well financed and scientifically 
operated chains, specialty and department stores and 
discount houses. 

The greatest strength of this organized competition 
lies in its great buying power and its vast assets. It 
makes their operations more desirable tenants for 
prime locations in shopping centers and in live down- 
town areas. 

But even these serious disadvantages can be over- 
come, Mr. Seaman maintains. “None of them is the 
fatal bite of the dragon,” he told his audience. ‘Here 
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is the killer—it is two edged—the competence of the 
organized opposition on the one edge and the incom- 
petence of the independent retailer on the other.” 

Unfortunately these are the serious facts of life. 
Mr. Seaman states them frankly. He does so out of 
experience and he charges credit men with the obliga- 
tion of helping independent retailers to eradicate 
this incompetence to the fullest extent possible. 

Few manufacturers can control sufficient distribu- 
tion in company-owned stores to maintain their pro- 
ductive capacity. They must rely on independent re- 
tailers for a large part of their distribution. 

In American’s vast and growing distributive sys- 
tem there will always be a place for the strong in- 
dependent. But in the ranks of the strong inde- 
pendents there is no place for the incompetent mer- 
chant. ; 

Mr. Seaman hopes that management will give more 
recognition to the credit technique as a “profession 
of high level, an activity that deserves the attention 
of research and development.” Credit men should 
know, in addition to finance, more about manufactur- 
ing, advertising, promotion, wholesale distribution 
and, most important, retailing. 


Invaluable help to retailers 


All of these, probably, are projects for future de- 
velopment, at least for the rank and file of shoe manu- 
facturers. But most manufacturers’ credit depart- 
ments, properly utilized, can be of invaluable help to 
retailers today in the most important facet of their 
business, expense control. These credit departments 
have operating ratios for most expense items and can 
define the areas in which expenses can be most readily 
controlled. They can pinpoint the pitfalls which lead 
to incompetence in financial management, those catch- 
all items such as “over-all expenses” and “personal 
withdrawals.” 

Retailers must recognize that credit men have a 
far broader function than merely checking their 
credit. There should be a mutual understanding of 
each other’s problems and free exchange of con- 
fidence and information between retailers and credit 
men. This is true today and will be increasingly true 
in the years to come. 

Retailers should avail themselves of the advice and 
counsel which many manufacturers’ credit depart- 
ments are in a position to provide. 





Another Saga of the Substituting Salesman 


| 


“Paleface Salesman, 
no Rain Dears, 

no Wampum. You 
gettum Rain Dears 
or me make you 
smoke signal. You 
gettum message?” 4 


NO WONDER THE SUBSTITUTING 
SALESMAN IS IN HOT TROUBLE 


Salesmen who try to suggest 
that other plastic rainboots 
could take the place of Rain 
Dears meet a cool reception. 
Don’t let your customers do 
a slow burn and make your 
salesmen hot under the col- 
lar. Build a fire under your 
rainboot sales by always fol- 


lowing this sound advice: 


WHEN THEY ASK FOR RAIN DEARS, 
GIVE THEM RAIN DEARS 


America’s most wanted, most asked for plastic rainboots 


LOS ANGELES, 11711 EXPOSITION BLVD., GRanite 8-9893 


LUCKY SALES CO., inc. CHICAGO, 3818 ARMITAGE AVE., HUmboldt 6-7810 


NEW YORK, 47 W. 34th ST., PEnnsylvania 6-5955 
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Motivational impulses 


—Restoring the traditional value and individuality to 
shoes; channeling customers into their proper seg- 
ment of a broad diversified market . .. these are two 
important objectives for the shoe industry. 





—How to accomplish this is the question? 

—Dr. Ernest Dichter, president of the Institute for 
Motivational Research, suggests a simple formula: 
Create the right mood and atmosphere to activate 
motivational impulse. 

—The shoe industry must rediscover the fact that 
shoes are for people, not people for shoes, he said. 
They must satisfy the customer emotionally. 
—There isn’t a customer today who couldn’t use at 
least one extra pair of shoes, he continued. If he or 
she doesn’t buy, it is simply because emotional im- 
pulses haven’t been stirred. 

—Advertising and display should convince the con- 
sumer that the right shoes for the right occasion give 
status reassurance. 

—Many people seem to have lost their criteria for 
judging a good shoe and it is up to the industry to 
reassure them by producing and selling shoes that 
have “status” within their own price range. 

—Be shoe fitters instead of handlers, Dr. Dichter 
urged. Get people thinking and talking about shoes. 
Once they start talking about shoes in personal terms, 
you will have done away with the assembly line cus- 
tomers. You will be creating “individual’’ customers. 
-—It all adds up to what the BooT AND SHOE RECORDER 
has been advocating for years... 

—Give your product a reason for being and you will 
be giving the customer a reason for buying. 
—There is no question but what there is greater in- 
herent value in shoes today than at any time in the 
past. Getting this idea across to the consumer ef- 
fectively and dramatically . . . There’s the challenge. 


EIB. Varbune, fy 
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JUMP/NG-JACKS 


THE WONDERFUL 
WORLD OF 


JUMPING JACKS” 


Young America’s Finest Fitting Shoes 


This full color ad ’ 
breaks in the ell 
August issue of 


Here are your merchandising aids: 


[wf 2 and 3 col. newspaper mats 
[Vr 22” x 36” full color blow-up of ad 


Iu Parents’ full color counter card 


All three aids at no charge. Cash in on 
The Wonderful World of Jumping-Jacks 
prestige and profit! 





Ad also appears in 
both these mass cir- 
culation magazines in 
September. 


GET SET NOW! 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 











Point 
the way 
to extra 


® profits 


Ga-lites 
TOE-SHAPERS FOR 
FASHIONABLE FOOTWEAR 


These little shapers — smartly designed 
to protect the latest in pointed toe styl- 
ing — in fresh feminine colors — give you 
big extra profits. Easy to display attrac- 
tively on your counter, easy to add to 
every shoe sale! 

Ga-Lite Shoe Trees are a fine value — 
wonderfully sturdy for all their light- 
ness — real style preservers and shoe 
savers . . . especially after rainy-day 
wear. Crafted of durable plastic with 
spring steel handles to give firm pres- 

sure against the shank, 
without stretching deli- 
cate materials. (colors? 
Green, Yellow, Light 
Blue, Coral, White. 
Small, medium, large. 
Also available in 
rounded toe design.) 

Ga-Lites are packaged on a self-display 
card to sell themselves off your counter. 
And if you wish, each shoe tree will bear 
your store name, to keep on selling in 
milady’s chamber. 


SPECIAL P.M. PROFITS! 

20¢ EXTRA ON EVERY PAIR! 
That’s what Miller’s P. M. Special gives 
— on top of your regular mark up! Each 
pair bears a P.M. sticker. Twenty-five 
fill a redemption card worth $5.00 to you 
when mailed to us. 

That’s good extra profit, or a sales- 
building bonus for your sales force! 
PRICES Retail $1.95 a pair 


YOUR PRICE $1.17 per pair. Extra 
Miller’s P. M., 20¢. 


STOCK UP NOW! Write 0. A. Miller Today 


0. A. MILLER DIVISION 
iller 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 


CANADA: Manufactured and distributed by 
Willco Industries Ltd., Montreal, P.Q. 
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by EVELYN SCHLESS, women’s editor 


The youth kick... . 
what's in it for you? 


When I was a teenage girl, I wanted to look and dress just 
like my mother. Today, mothers want to . .. and manage 
to... look as youthful as their teenage daughters. 


More and more women today have come to agree with 
George Bernard Shaw. Youth is too wonderful to be wasted 
on the young! 

Just look around you and what do you see? Gray hair 
blowing in the breeze as a grandmother cuts through traffic 
in her European sportscar. Women in their forties and fifties 
playing their daily round of golf or a fast set of tennis. 


Women want to stay young 

Staying young is a state of mind. It is no coincidence that 
in the last few years the average dress size has dropped 
from a 16 to a 12... and from all indications it will drop 
even farther. More and more women today want to stay 
youthfully slim and more and more have the time and money 
for reducing diets, exercise and massages. 


What does this mean to the shoe industry? Just look at 
the new lines and the answer is obvious: young little heels, 
young shapes, young colors. Today’s youth-conscious woman 
would no sooner be caught wearing comfort shoes than she 
would a Mother Hubbard. But she is far too sophisticated 
to wear clothes ... or shoes .. . designed for her daughter. 
She is a whole new market . . . what Helene O’Hara of 
Allied Kid calls “the young market . . . the decade plus two 
or three years that distinguishes the high schooler, the 
prom-groomed debutante and teenager from the young 
woman who is a wage earner, a young matron... .” 


Youth-plus-sophistication 

Some of the great success stories in our industry have 
stemmed from the discovery of this market by “off-beat” 
manufacturers who had the foresight and courage to give 
youth-plus-sophistication to women who were standing in 
line with money in hand. But equal credit goes to the old- 
line, conservative manufacturers and retailers who have been 
too intelligent to refuse to recognize a trend when it stared 
them in the face. 

The youth kick hasn’t just made us women feel more 
alive; it has the shoe business looking younger and friskier 
and healthier than ever before. 


a 





Boot and Shoe Recorder 











INSIDE SHOE BUSINESS | 


by BILL ROSSI 


Clobbered again 


I don’t believe there’s a consumer goods industry 
which, more than the shoe industry, so frequently 
leads with its chin, repeatedly takes a public clobber- 
ing, and repeatedly comes back for another thumping. 
And always without learning a thing from grim ex- 
perience or acquiring some form of self-defense after 
a series of maulings. 

Several years back the industry introduced the 
tapered toe, which evolved into the needle point. It 
was so enamored of the fashion-promotion values of 
this new “trend” that there wasn’t a drop of room 
left for some of the grim realities that needed to be 
faced. 


A hue and cry 

For example, the public was in no way pre-condi- 
tioned for the pointed toe. And when the toe appeared 
and gained headway, there was a hue and cry, some 
of it in ridicule, some of it in anger, that the shoe 
industry was dooming American women and children 
to a foot-crippling future for the sake of profit by 
attempting to obsolesce the rounder toes. 

The industry made no effort to “explain” that these 
pointed-toe lasts were different and better than those 
of grandma’s day. With eyes wide open it walked into 
the snake pit of public opinion and today is covered 
with fang marks. One typical consequence is the more 
than 100,000 written letters from readers of the syndi- 
cated “Dear Abby” column in rebellion against the 
needle toe. 

The industry talks glibly about the fact that “mod- 
ern footwear” now provides fashion with foot comfort. 
But women who live with the reality of it all just re- 
fuse to believe it. Here, for example, are a few ex- 
cerpts from items that have appeared in the nation’s 
press over just the past few weeks. 

“Mrs. Elizabeth Rudel Smith, Treasurer of the 
United States, has become known throughout Wash- 
ington for her practice of kicking off her shoes during 
working hours to be more comfortable. The Brooklyn 
Chamber of Commerce is making her a gift of a pair 
of slippers. Removing shoes on the job seems to be an 
exclusively feminine trait. But the practice is evi- 
dently more widespread than had previously been be- 
lieved” (New York Herald-Tribune). 

“The Volunteers of America, who launched their 
1961 salvage campaign, reveal that of all items dis- 
carded by New York housewives during spring clean- 
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ing, women’s shoes lead the list.” (Hy Gardner, syndi- 
cated columnist). 

“Mrs. Lyndon B. Johnson, visiting a shrine in the 
Far East with her husband, the Vice President, re- 
moved her shoes before entering. Said Mrs. Johnson 
later, ‘The shrine was divine. But almost equally 
divine was the relieved feeling of walking around 
without shoes’.” (Associated Press). 

“Shoe manufacturers could, overnight, exert a tre- 
mendous influence toward improving the nation’s foot 
health if, instead of presenting the current atrocities, 
they were to present a reasonable, foot-conforming 
shoe. The public would have to buy them because, as 
now, it would have no other choice. But, of course, 
this is day-dreaming. Apparently the shoe manufac- 
turer is not concerned with the foot health of the na- 
tion. And so, once and for all, let the blame for a 
large share of our foot ills be placed where it belongs 
—at the door and on the consciences of the shoe manu- 
facturers.” (Editorial from the May, 1961, issue of 
Current Podiatry). 

Well, that’ll give a tiny idea. Over the course of a 
year, scores of such published items will appear—all 
part of the public and professional clobbering given 
to the shoe industry. And incredibly naive, the in- 
dustry continues to float in its blind bliss, believing it 
is loved by the public. 


And now the squared toe 


Now enters the next fashion evolution—the squared, 
flattened toe. This one will arouse new wails, followed 
by the customary public flogging. It’ll start, as it has, 
with the doctors, who say that the flattened, roomless 
toe will pinch on the toes, cause ingrowing toenails, 
blisters, corns and sundry other toe lesions. The press 
will start pecking away—and soon the pecks will be- 
come bites. The industry will shrug it off with the 
usual rationalization, “As long as the women want 
*em, we'll make ’em”—and refusing to face the moral 
reality that the consumer has never “demanded” this 
or any other fashion, but merely responds, pro or con, 
to what the industry initiates and offers on its own. 

It’s time for all shoemen to recognize that shoes and 
the shoe industry are far more subject to public criti- 
cism than is any other consumer product or consumer 
industry. If we as an industry live under such sensi- 
tive exposure to public censure, it’s time we discarded 
the naive belief that we are securely cloistered under 
the impregnable armour of a hardback turtle. 





ANNIVERSARY 


important milestone for the 45,000 companies, large and small, 
which offer the Payroll Savings Plan to their employees. Payroll 


Savings is the heart of the bond program, and the means 
TH xz which millions of families have seen dreams realized 
since 1941. It has been good for business and industry... 
good for local communities... good for the nation’s 
H F A RT een welfare. Above all it is good for the citizen 
who sees in each Savings Bond a share in his 

country’s future. 
0 F: yours is one of the 45,000 participating companies, this 
anniversary year offers a good reason for renewed promotion. 


For help and suggestions, contact your State Sav. 
ings Bonds Director, or write: U.S. Savings Bonds 
Division, Treasury Department, Washington 25, D.C. 


U.S. SAVINGS BONDS DIVISION — 
20 YEARS OF SERVICE TO AMERICA 
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AT This 20th anniversary of the U.S. Savings Bonds program is an 


The U. S. Government does not pay for this advertisement. The Treasury Department thanks, for their patriotism, The Advertising Council and the donor above 
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Here's a collection of flats so 
elegant, so exciting, so gay they're 
simply irresistible! We show just 
three of nearly 150 stock 
numbers in the new Viner 


line... your best sellers 
for the new season! 


lottie 


IN-STOCK 
Retail $6.95 — $9.95 
Write for latest catalog today. 


FOOTWEAR 
young and gay 


VINER BROS., INC., BANGorR, MAINE Shoe Craftsmen Since 1905 





Hytronic machines win operators and 
management with ease of operation, quality 


cutting, savings that pay for equipment! 


“Model A Hytronic Cutting Machines have elimi- 
nated all loss of stock leather due to jumping while re- 
ducing our new die costs by 20% . . . reduced operator 
fatigue considerably while maintaining our production 
at its consistently high rate.”’ So reports Gilbert Forrand, 
Cutting Room Foreman, E. T. Wright & Co., Inc., 
Rockland, Mass. “‘There is also a definite increase in 
production per operator. 

“‘We can now use open dies rather than more expen- 
sive reinforced dies for cutting the choice upper leather 
and linings used in Wright Arch Preserver shoes. These 
savings have more than paid for the increased costs of 
the new machines. Hytronic cutters automatically com- 
pensate for height differences, cut with equal precision 
regardless of the variation between dies.” 

Plant Superintendent Edward Bernier puts it this 
way: “‘We have virtually defeated fatigue caused by vi- 
bration and clicker noise. This is supported by the ease 
with which we have induced a positive attitude in the 
operators toward the change-over. The operators and 
management quickly found that the Hytronic cutters 


were mutually beneficial.’ To get savings that 
pay for equipment, phone the nearest United 
Office for a trial today. 


ADS. 
UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


d me by 
Says operator John J. Hannafin, ‘With the Hytronic | can produce 
as much as | did on the old clickers with less effort and | turn outa 
better quality product because | have more time to choose the best 
feather.”’ 





OG: 
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Prosperity in the 60’s; improving 
conditions in the last six months of 
1961; a new spirit dominating 
the business world (cooperation 
among competitors) were predicted 
by speakers at the 65th annual con- 
gress of the National Association 
of Credit Management in Denver. 
Eight shoe companies were repre- 
sented at the meeting. RAY 
SEAMAN, credit manager of In- 
ternational Shoe Co., St. Louis, 
was a speaker. He voiced the domi- 
nant theme of the meeting: “Busi- 
ness is on the upswing.” 

“The old ‘NO’ man is virtually 
non-existent,” said ALAN S. JEF- 
FREY, New York City, executive 
vice-president of the association. 
“The commercial and industrial 
credit manager actually has be- 
come more of a customer financial 
counselor. Whereas, a few years 
ago, he issued a flat ‘no’ to sales 
managers anxious to obtain credit 
for a border line client, he now co- 
operates even to the extent of help- 
ing the potential client set up a 
complete long-range credit pro- 


gram.” 
* * * 


Over before it starts 


One merchandiser summed it up 
neatly: “We’re hardly started on 
the sale of swimwear when the 
markdowns come. All because of the 
calendar. On this basis we’ll never 
make a profit. For me, that’s silly. 
Have the assortment when the cus- 
tomer wants to buy. She’s buying 
always closer to her need. There- 
fore, why give goods away earlier 
to try and make her buy? And 
then, when she’s really ready, we 
can’t satisfy the customer with the 
style and color she wants.” 

Substitute shoes for swimwear and 
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it’s the same story. Manufactur- 
ers of national brand lines in the 
women’s swimwear field are sug- 
gesting breaking prices as of July 
27. Those in the men’s wear field 
like this date too. The decision, of 
course, must be a local one. . . ._But 
it’s time the decision was made. 
* * * 


Rah, Rah, Rah 


RUSSELL FULLENWEIDER, 
buyer of men’s, women’s and chil- 
dren’s shoes at Joske’s, Gulfgate in 
Houston, is looking ahead to fall. 
He plans to promote teen shoes that 
will incorporate school colors. He 
says: “One shoe that looks good is 
a colored corduroy sneaker with 
molded sole. Another shoe for teens 
has a clip-on of school colors in each 


shoe carton; also extra stripping of 
color so teens can sport their school 
colors afoot.” 

As for street shoes, he says he’s 
planning to buy colors: black, 
white, gold, red, mulberry, green 
. .. then plans to check on school 
colors for promotion. 

* * * 


Nature helps 


“We don’t just sell shoes,” says 
TED L. SCHRODER of Schroder’s 
Real Health Shoe Company in 
Houston. “We pay particular at- 
tention to the feet and we fit the 
shoes to help nature relieve and 
regulate sick feet. There is no such 
thing as a health shoe. Shoes don’t 
cure sick feet. Only nature can do 
this. Without nature, no foot can 
get well.” 

He recommended four tips for good 
shoe health: Be sure you are well 
fitted in shoes suitable for your feet. 


Wear shoes that give support to 
your arches. If you must wear high 
heels, be sure they do not cause 
pain at the ball of the foot. Wear 
shoes that permit you to walk prop- 
erly and that keep your’ toes 
pointed straight ahead. 


“Get us off our seat and onto our 
feet, otherwise, by natural evolu- 
tion, we will have stumps,” said 
DR. MARVIN W. SHAPIRO, pedic 
physician, Toledo, Ohio, at a post- 
graduate seminar held under the 
auspices of the Colorado Podiatry 
Assn. in Denver. 

Dr. Shapiro, who said there is a 
need for 10,000 additional po- 
diatrists in this country, advises 
parents to get their children away 
from the TV set, make them walk 
to and from school and exercise 
more often. The reason for foot 
discomfort, he continued, is because 
Americans have too little time to 
walk. 


Tennis anyone? 


White tennis shoes are in... 
according to Houston’s fashion set- 
ting teens. MRS. BETTY SOLEN- 
BERG, manager of Kara-Vel’s high 
styled children’s shoe store in 
Houston, Texas, says: “I’ve never 
seen anything like it. From size 
12% up, all the teens want is white 
tennis shoes to wear with cottons. 
We’re having a time keeping sizes.” 


* * 


“Never give a customer a choice 
between something and nothing,” 
says H. B. SHARER of U. S. Rub- 
ber Company. “Always give him 
a choice between something and 
something.” 





moves more profitably! 


The gals are gone on SUEDE SAVER* 
—the silicone spray that really cleans 
suede shoes — also protects suede 
against water-spotting. You make more 
on SUEDE SAVER because it does 
more ...and gives you a more profitable 
unit of sale. Attractively display 
packaged, SUEDE SAVER sells itself, 
sells fast... repeats! And you get 

a full 40%... plus PM Plan! 


Nationally Advertised in leading 
women’s magazines — backed by 
free local promotional aids! Order 
SUEDE SAVER from your findings 
distributor now. 


*TM Retail: 6 oz. spray $1.25 


Dow Corning CORPORATION 


MIDLAND, MICHIGAN 
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by GERVASE BUTLER, men’s editor 


Call a new tune 


for the old soft shoe 


It follows as the night the day that when you start fooling 
around with tannages and other materials out of which shoes 
are made, there’s going to be a change on the foot. Men 
are the happy gravy train riders of the trend to new soft- 
ness in footwear leathers. To call the harvest the “old” 
soft shoe is a slander, unless you mean it in the new soft 
shoe as soft as the old shoe sense. 

Foldable is hardly a word generally associated with 
anything but what used to be called the “Pullman” slipper. 
At its softest, this new styling we are talking about is that 
flexible. However, this extreme is not its outstanding appeal. 
Lightness through minimal construction, a fresh solution to 
foot coverage indoors and sufficient outdoor walking support, 
is a main appeal. From a fashion standpoint, this develop- 
ment unloosed a flurry of fancies for the feet. Not all of 
them, let’s admit it, should go outdoors, but why not en- 
courage men to get their kicks from what goes on their feet! 


Latin in reverse 

Capezio did a Continental twist in mid-May that put the 
Roman ragazzi on tiptoe. For the benefit of Boys’ Town of 
Italy, a gala at Rome’s Grand Hotel presented clothes by 
Petrocelli and Mr. Capezio footwear to go with them. And 
to make it all American, production and comment featured 
New York’s own myth making (PR to you) Robert L. Green. 

Fashions shown: Gray gunmetal patent side gore pumps 
with a jet black cutaway front blazer and slacks. ... Black 
velvet shoes matched to the narrow trousers worn with an 
“at home” host mandarin coat of Italian gold brocade on 
cream silk . . . blue patent laced oxfords with a Capri blue 
double breasted tuxedo edged in black braid . . . black kid 
square toed boots, with a business suit in Italian gray 
sharkskin . . . for sports car wear, shoes and cap in the 
same fabric as the large red and blue glen plaid of the 
Italian wool jacket. 

Meanwhile, back here where the imports are, news con- 
tinues to be made by a scoop of shoe carrying Belgian’s 
DeBusschere label. Barefoot soft, it kept walking out of 
Hattie Carnegie in Palm Beach all winter, continues at 
I. Magnin westward. In brown or black calf, it comes canvas 
soled for yachtsmen! It’s leather soled in the original. 

Peru anyone? Pinata Party, Inc., 185 West 3rd Street, 
N. Y. C., has the Chancay boot, alpaca fur lined with sheep- 
skin and a reversible, fur and hand-woven, handspun fabric, 
indoors only. 
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Clogs and flats that click 


Click, tick and simpatic-o .. . 
If this profile were limited to 
three words, these could very 
well tell the story of Stanley 
Silverstein. Clogs that click. An 
organization that ticks, like a 
finely tuned mechanism. And a 
sympathetic understanding of 
the problems of his factory 
workers, the majority of whom 

STAN SILVERSTEIN are from his native Cuba. 

Eight years ago, Stanley and his brother, Mike, 
went into the manufacture of clogs. They had gotten 
the idea at the beaches in Europe and were convinced 
that girls in bathing suits would go for the long, 
leggy look that high-heels could give them. They 
started in a small place on Prince Street in New York, 
where they precut the uppers; bought the maple bot- 
toms from Spano Products and then they nailed them 
together. The clogs were an immediate success. They 
clicked . . . especially in California, where they could 
be used twelve months in the year. 


“The most beautiful girls . . .” 


The next step was a natural.. getting the bathing 
beauty contest aspirants to wear Ninas exclusively. 
They coined the slogan: “The most beautiful girls in 
the world wear the most beautiful clogs in the world” 
and, during the past several years, if you had looked 
closely at the girls participating in the Miss America 
and Miss Universe beauty contests, you would have 
noticed a uniformity about their foot attire ... Ninas. 

After a year and a half at the Prince Street ad- 
dress, Nina moved to 89 West 3rd St. in New York 
City .. . 5,000 sq. feet as against the previous 450. 
No wonder they felt lost in the vastness and put up a 
partition to cut off the extra space. “We had no heavy 
equipment,” says Stanley, “just three sewing ma- 
chines, a table or two, one skiving and one cementing 
machine. You could have bought the whole equipment 
for less than $1,000. With this machinery, we were 
making 100 pairs a day.” 

This has all been remedied within the past three 
years ... ever since the company branched out into 
the manufacture of soft, flexible flats. Stanley has 
been devoting all of his time and energies to design- 
ing, producing and perfecting the product; while 
Mike is responsible for sales. Stan believes firmly in 
a well-attuned, precision-like organization and has built 
his team around highly qualified men . . . superintend- 
ent, production engineer, cost man and some 140 em- 
ployees. Daily production amounts to 1600 pairs; and 
clogs are about 15 per cent of the output. These are 
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in Europe. I saw only two types of flats. . 


PROFILE by ESTELLE G. ANDERSON 





shipped to California, Florida, resort areas, Hawaii, 
Puerto Rico and Canada. Was a time when Nina was 
identified in the customer’s mind as a clog only. With- 
in the past three years, new customers across the 
United States have acquired a different image ... 
Nina as a smart, flexible flat. 

Stanley recently returned from a three weeks trip 
to Europe, his first in ten years. At Pirmasens, Ger- 
many, he was greatly impressed by the advance in 
mechanization and technology. As to some of his ob- 
servations about Italian and French shoemaking, he 
indicated: “I would say the Italians are mad at the 
French for putting over the square toe. They are try- 
ing to come out with something different; but the 
elongated look continues. As you go through Italy, you 
try to evaluate the trend; and though the next line is 
in production now, it is evident that it is toward the 
rounder toe. In France, it is the square, with rounded 
off corners. Everyone is agreed that the upper line 
will be unbroken. Somehow, the flattened square does 
not accommodate the foot. Therefore, in order to over- 
come this problem, they seem to have taken it from 
the top of the last and put it into the bottom... al- 
most making it a rocker bottom. 

“T have to rely on a sixth sense... to find out what 
is good for us. I couldn’t find anything for my factory 
. skimmer 
or a sport flat. We make fashion flats for women and 
teens. Our shoes are happy and gay . . . the kind of 
shoes.you -buy on impulse.” ; 


A second line planned 

At Nina’s they are working on the spring ’62 line 
now ... lots of color and multi-colored shoes to go 
with the clothes. Included in the line are semi-demi 
boots for pants and sport clothes ... in all kinds of 
materials, leathers, reptiles and metallics. They are 
also planning to expand the clog line . . . mule and 
hostess types; also to introduce a bareback heel slip- 
per. “There won’t be one toe,” says Stanley, “but 
many ... the pointed, the flattened square and the 
normal look. We are planning to develop a second line, 
one that will complement our present Ninas. We will 
stay in our field and cater to customers who are buy- 
ing our shoes now but we want this second line for 
the customer who buys a Nina shoe and will buy 
and buy again, because it expresses something special 
to her. Nina was made, not by us as shoemakers but 
it was made by the product.” 

What’s for diversion and diversification? Stan 
will tell you... Nina, clogs, flats, a wife and four 
young daughters .. . not necessarily in that order. 





“Your grandchildren 
will grow up under 
Communism!’ 


9 


says NIKITA KHRUSHCHEV 


Will the Soviet threat come true? Will your grandchildren live under Communism? Forget God? Salute the Soviet flag? 
“‘Never!”’ you say. But are you sure? How can you oppose Communism? One sure way is to help Radio Free Europe. 


The voice is that of Nikita Khrushchev. 
The audience is American. 

“Your grandchildren will grow up 

under Communism!” he shouts. 

Will your children live to see 

the Free World die? 

Forget God? Salute the Soviet flag? 
**Never!”’ you say. But are you sure? 
What can you do to oppose Communism? 
There is one sure way. 

Help Radio Free Europe. 


What does it do? 
Every day, to 79 million captive people 


behind the Iron Curtain, it broadcasts 
news of the outside world. 

It helps keep these people from turning 
to Communism. The Poles, Czechs, 


Bulgarians, Rumanians and Hungarians. 


It keeps alive their friendship for 
America. It reaches over 90% of these 
people, despite Communist jamming. 
Thousands of letters echo the plea: 
“God Bless You! Please keep 

Radio Free Europe on the air !”’ 


These people are the buffers between 
Russia and the Free World. 





They pose a major obstacle to the 
Russians starting any war. And 
Radio Free Europe is their strongest 
link with the Free World. 

But Radio Free Europe depends on 
individual Americans for its existence. 
How about it? 

Will you help? . . . Give a dollar? 

. . . Give five dollars? . . . or more? 
Surely your heart tells you to 

give something so that our children— 
and all children—shall live 

in freedom throughout the world, 


Give Now To... RADIO FREE EUROPE 


The American People’s Counter-Voice to Communism 
Mail your contributions to: Radio Free Europe Fund, P. O. Box 1961, Mt. Vernon 10, New York 


Sponsored by the National Association of Retail Clothiers and Furnishers. 
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Me 


by ESTELLE G. ANDERSON children’s editor 


Pick your winning colors 


It’s post Leather Show and a good time to review the 
colors that are “most likely to succeed” in children’s shoe 
lines, comes Spring-Summer ’62. The line-up at the start of 
the new season, according to the Tanners’ Council Color Com- 
mittee, will be: 

CHINO ... pale neutral with an undertone of yellow. 

BUTTERSCOTCH ... soft, pale, golden neutral. 

GINGERSNAP... (carried over from fall card) a golden 
brown. 

MAPLE TAN ... definitely an orangey tan. 

BROWN COOKIE ...a reddened brown. 

BRUIN ...a chocolate brown. 

MOUNTIE ... (another carry over) a clear bright red. 

All of these lend themselves to smooth, grained textured 
or brushed surfaces. It will be interesting to see how they 
hit their stride once the season gets under way, which will 
take the lead. 


Favorite color entries 

Tanners who produce leather for children’s shoes will un- 
doubtedly go along with these basic score card colors. At 
the same time, however, they will have special color entries 
of their own to spark interest, enthusiasm and profits. As 
an instance, for the female of the species . . . from toddlers 
all the way up, colors already slated include: strong, pungent 
pastels, luscious greens, sky blues, yellows .. . especially as 
an influence on other colors; pinks from apricot to flamingo; 
persimmon, orange. 

Watch for pennant, nautical, flag colors. There are count- 
less themes, from the historic past to the present history- 
making jet age, that are naturals for promotions and dis- 
play. All it takes is a bit of delving, imagination, courage. 
As a start, there is the Indian, “Westward Ho,’ Yankee 
Doodle motif . . . patriotic, romantic, adventurous. Sounds 
far-fetched for children, you might say. But is it? Children 
generate enthusiasm and a responsiveness to ideas and colors 
that are contagious. It isn’t too early to start planning. 


Color as a means of expression 


Was a time when in spite of all the money, effort and 
planning that went into new color lines . . . when it came 
to the point of sale, the fitting stool ... invariably, the colors 
resolved themselves into black, brown, red, blue, white. 
Juggling only the positions to conform to the seasons. This 
has changed. Color is a vital means of self-expression to 
the present generation of boys and girls. They mean to use 
it to the hilt. This should hearten and encourage tanners, 
manufacturers, retailers to venture into color more. 





id 





July 1, 1961 


StoMailor 


builds 
Wrap-ups 


From styling 
through every step 
of manufacture, 
Step-Masters are 
built with an extra 
measure of style, 
value and fit 

that changes them 
from mere foot 
coverings to fast 
wrap-ups for your 
store. Prove it to 
yourself. 


SG Master 


SHOES, Inc. 
GREENUP, ILLINOIS 


Manufacturers of children’s shoes in the 
budget price bracket of $3.95 to $5.95 
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by GERALDINE EPP, teenage editor 


Something’s happening! 


A BOON TO RETAILERS: A happy trend has developed 
in many parts of the country this past school semester. . . 
and all indications are that it will grow. Numerous junior 
high and high schools have inaugurated “dress-up days”... 
usually Fridays ... for both boys and girls. Well-shod feet 
are part of the good-grooming that is absolutely required. 

For girls, stockings and little heels are the order of the 
day. And since appropriateness is the basic rule of good 
taste, party pumps won’t do. Here’s where tailored pumps 
—particularly those on the new 8/8 to 12/8 stacked heels— 
will come to the foreground. They’re the grade “A” acces- 
sory to suits and simple wool dresses. 


Check your local schools to see if dress-up days have been 
instituted. If so, call attention to the program in ads and 
window displays that feature appropriate footwear. (As an 
example, note Capezio’s side-snap pump on a 12/8 stacked 
heel. An arc last contributes to the tailored, but dressed-up 
look. ) 

If the idea is not known, put the “bug” in some faculty 
member’s ear. Most teachers shudder visibly at the sight of 
badly groomed students . . . and your suggestion should be 
most welcome. 

A RELATED THOUGHT: DuPont has produced a lively 
15-minute film devoted to non-technical hosiery grooming 
aids for teenagers: the right way to put on stockings, how 
to use garters, etc. It’s available to retailers and high school 
classes. If a hosiery bar is part of your operation, you 
might show the film as a “Saturday shopping day” feature. 
It would be a natural tie-in to a special promotion on foot- 
wear for “dress-up days.” 

TENNIS SHOES ARE WONDERFUL ... as an extra 
play shoe. For everyday school wear, they’re a source of 
concern to shoe manufacturers. Efforts, however, are being 
made to combat the fad. Says Thelma Altman, Deb Shoe 
Co., “Lightness is the key. Teenagers won’t go back to 
heavy-feeling footwear after the freedom of movement that 
tennis shoes have given them.” Daniel Miller, Belgrade Shoe 
Co., also stresses lightness . . . achieved with crepe soles and 
soft sueded leathers in key fashion colors. Detailing also is 
important, Mr. Miller feels . . . cites the “sweep saddle treat- 
ment” as the one most-likely-to-succeed. 
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Wants copies of Shoe School 


Last month, or possibly two 
months ago, (May 1, p. 49) you 
had an article in your very fine 
magazine about the methods of 
fitting shoes and the use of the 
measuring devices. 

This summer I am having a 
group of highschool boys for sev- 
eral weeks, teaching them some of 
the methods of our business. 

Is it possible to get three copies 
of the Shoe School section? 

JERRY GREENWALD 
THE OLYMPIC BOOTERY 
UPPER MONTCLAIR, N. J. 
(The copies were sent. Readers 
are always welcome to material 
from back issues of the RECORDER 
as long as the supply lasts.) 


Shoe School of value 


My congratulations to you and 
your staff for the very fine fresh 
new look of the RECORDER. This 
good book is now proving twice as 
valuable to the shoe manufacturers 
and shoe retailers of America. It 
should also attract considerably 
more advertising pages in the years 
to come. 

I find the Shoe School in the 
yellow pages in the back of the 
book very interesting—a valuable 
book of knowledge for every shoe 
retailer. 

With your permission we would 
like to reprint the article, “How 
Can You Be Sure About a Fitting,” 
on page 62 of the May 15 issue, in 
our monthly publication to Wright 
Arch Preserver dealers. Naturally 
we would credit the RECORDER as 
the source. 

JOHN F. W. ANDERSON, ADV. MGR. 

E. T. WRIGHT & CO., INC. 
ROCKLAND, MASS. 


Alive 

Today, your issue arrived in the 
mail. I have read it thoroughly 
with a critical eye. 

Your staff is to be congratulated. 
The book is “alive”? with the best 
material that has been written for 
the shoe industry for a long time. 

JOHN STONE 
LLOYD ADVERTISING, INC. 
BOSTON 
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PATTERN PORTRAIT 


Have fashion: will travel 
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by GERVASE BUTLER 





Smart vacationers can literally put their best foot forward when 
travel shoes combine walk comfort and the sporting touch. Texture 
interest is assured here in Gerlich’s Gitano leather. Fashion shows 
its hand in decorative details. Items, the cross cut welting, echoed 


in the Guantone stitched forepart and quarter patch effect. Wall-Streeter. 
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Job rating— 
an answer to the profit squeeze .. . 


Retailers are more and more feel- 
ing the pressure of the profit 
squeeze. In certain cases, volume 
may be up but profits down... 
in most cases, both volume and 
profits have declined. 

Figuratively speaking, shoemen 
are carrying less cash to the bank 
at the end of the business or fiscal 
year. What are retailers to do 
about it? The common advice of- 
fered is to do two things—increase 
volume and cut costs. These are 
rather elementary—the question is 
HOW. 

With the inflationary trend in 
wages and prices, cost reduction 
becomes an ever increasing chal- 
lenge and must be treated with 
caution, for there is often a certain 
point in expense control beyond 
which internal morale and cus- 
tomer service may be seriously im- 
paired. 

There is, however, a definite 
method to increase volume, reduce 
selling costs and strengthen organ- 
ization. It is to improve the atti- 
tude, knowledge and performance 


of salespeople through the “FOL- 
LOW-UP STAGE” in a well de- 
fined and adequate training pro- 
gram. The “follow-up” training ap- 
proach is woefully weak with many 
shoe retailers. The basis for de- 
veloping such a type of program 
is known as JOB RATING and the 
purpose of this article is to dis- 
cuss this particular phase of per- 
sonnel procedure. It is here that 
attention is completely focused on 
the human element of the retail 
structure. 

With the complexity of modern 
business operation and with a 
higher climbing percentage of pay- 
roll costs, management must main- 
tain its workers at the highest 
level of productivity and efficiency 
possible. 

THIS IS THE ESSENCE OF 
JOB RATING ... THIS IS A 
METHOD FOR DETERMINING 
WEAKNESSES IN PERFORM- 
ANCE AND IS THE BASIS FOR 
MAKING AN INTELLIGENT EF- 
FORT TO CONSTRUCTIVELY 
CORRECT THEM. 


There is no progressive mer- 
chant who does not have an ana- 
lytical approach to the flow of mer- 
chandise. With unit and other 
controls, he can determine the fast 
turnover or profitable stocks, slow- 
selling items and can _ establish 
markdowns to clear his inventory 
for fresh merchandise. 

In an analogous way, JOB RAT- 
ING is a scientific approach to 
analyzing PEOPLE instead of 
stock, for it brings to the surface 
fast moving productive personnel 

. unproductive individuals .. . 
and allows management to estab- 
lish a markdown on its people by 
preparing for the process of elimi- 
nation known as the “lay-off.” 

Let us examine the tools for job 
rating salespeople. First we have 
a PRODUCTION RECORD, which 
you will see in Exhibit A. This 
shows a comprehensive breakdown 
of the important statistical cate- 
gories in salesmanship. The obvi- 
ous question is—what is new 
about this? Every merchant must 
have an _ individual’s production 





PRODUCTION RECORD 





FOUR WEEKS ENDED JANUARY 21, 1961 





AVERAGE 
WKLY. SALES 


NET 
SALES 


DAYS 


SALESMEN WORKED | COMM. 





4341 18 150 1206 





4503 22 158 1023 





3954 21 131 : : 941 





3570 19 117 ‘ . 939 





3501 19 ; : 921 





3126 19 92 > ‘ 823 





3205 20 94 : ° 801 





3252 21 100 






































(EXHIBIT A) 
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There is a definite way to increase volume and cut selling costs 
—through a job rating program followed up by sound employee 
training. This is the real answer to the profit squeeze. 


record in order to pay him. The 
important point, however, is to as- 
semble this information on a com- 
parative basis such as the chart. 
Many retailers do not do this. 
You will often find that a pro- 
duction record is low because, in 
comparison to other workers, the 
percentage of credits may be high 


. attendance may be poor... 
salesmen may be interested in PM’s 
instead of fresh stock. Many other 
factors may enter the _ picture 
which will be exposed a little later. 

Look at the record of salesman 
No. 8 for just a moment. It is as- 
sumed that management knows he 
is a poor producer but does man- 
agement know how poor be really 
is? His average weekly sales are 
extremely low and his PM’s and 
credit returns are out of line... 
and in the case of salesman No. 5 
his PM’s and credit returns are 
also out of line. The relative fig- 
ures bring to light definite areas 
for corrective action. 


Three advantages 


A comparative production report 
has three distinct advantages: 

. . . It enables management to 
evaluate how good or poor an in- 
dividual’s performance may be by 
showing his relation to others do- 
ing the same work in the same de- 
partment. 


. .. It is a powerful management 
tool in convincing salespeople how 
poorly they are doing by showing 
them how many are doing better. 
This is essential if individuals are 
to be motivated to improve job 
performance. In any personnel re- 
view, unproductive salespeople are 
on the defensive and must be 
shown their weak relative posi- 
tions. 


. .. It brings to the surface cer- 
tain out-of-line figures and percen- 


(EXHIBIT B, ABOVE RIGHT; 
C, BELOW ) 


July 1, 1961 


by EDWARD J. McDONALD 


Executive vice president 
National Shoe Retailers Association 





SALES AND CREDITS 





Dept. 





Week beginning 





Total 





Sales 


Credits 
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PERSONNEL REVIEW 
(Selling) 
NAME DEPARTMENT 
DATE EMPLOYED 


SALARY __________ Date Last Increase 
APPEARANCE 





Amount Last Increase 














KNOWLEDGE OF STORE SYSTEM 
1. Knows and handles store systems accurately and efficiently 





JOB ATTITUDE 
1. Interest and Enthusiasm 





2. Cooperation - with: 
a. Customers 





b. Executives 








c. Co-workers - (Selling 





(Non-Selling 
. Reaction to Criticism 





. Dependability: Ability to follow through on instructions 





- Punctuality 





- Initiative: 
a. Ability to assume responsibility 





b. To see and do things without being told 





CUSTOMER ATTITUDE 
1. Courtesy 





2. Alertness 





SALES ABILITY 
. Analyzes customer and her needs 





- Knows stock and its location 








. Presents merchandise convincingly 
. Ability to overcome objections 





. Suggests and sells other merchandise 





. Closes sale properly 





STOCK WORK 
1. Keeps stock in order 





2. Has interest in department's appearance 





EXTRA DUTIES 





HEALTH 





ABSENTEEISM 





PRODUCTION: Cost Per cent 





REMARKS: Promotional 





Transfer 





Additional Training 





Lay-Off 





Recommendation for Salary Increase 








RATING SCALE 
Excellent - A, Good- B, Fair-C, Poor - D 

















PERSONNEL REVIEW 
NON-SELLING 


Rated By Supv. 
Reviewed By Per: I 








COMMENTS 








Dept—_ 


Dept. Selling Cost 








TOTAL 








PERSONNEL REVIEW 
SELLING 





5 — Outstanding 
4-Above Average 

KEY 3 — Average 
2-Below Average 
1 — Unsatistactory 

















EF 


Rated By 


Buyer my 
Serv. Exec__ 


___Reviewed By Personnel__ ied 











Interviewed By: 
Buyer 





Serv. Exec. 











tages—causes of which must then 
be determined and discussed with 
staff members for future improve- 
ment. 

In connection with production, 
credit returns have long plagued 
the shoe retailer and his sales 
force. They are costly transac- 
tions, involving loss of time and 
great expense. As Exhibit A shows, 
they have a definite bearing on 
volume and selling costs. 


Customer returns 

A mid-western merchant devel- 
oped a productive plan to combat 
this bugaboo. He first called a 
meeting of all salespeople and ex- 
plained the objective in his follow- 
ing opening remarks: 

“There are many reasons for cus- 
tomer returns, many of them be- 
yond the control of the salesper- 
son. Such returns we expect. De- 
partment history has provided us 
with enough data to project what 
our percentage of returns should 
be. When returns soar beyond that 
normal level, we look for reasons 
—reasons that are within the area 
of a salesperson’s control. For ex- 
ample: 

“1. Poor salesman—misfits his 
customer. 
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(EXHIBIT E, TOP; D, BOTTOM) 


“2. Desperate salesperson — 
wants to make his day—sends out 
false C.O.D.’s. 

“3. Pressure salesperson — cus- 
tomer makes purchase just to es- 
cape and returns merchandise later. 

“4. Weak salesperson—wants to 
impress the Boss and sends false 
C.0.D.’s. 

“5. Selling ability inadequate to 
close sale—suggests customer take 
all three items home and later re- 
turn two.” 

After the meeting, his ‘“RE- 
TURNS TO SALES” control sheet 
was posted openly so it could be 
reviewed each day (see Exhibit 
B). This chart is self-explanatory. 
However, sales and credits are 
listed in terms of UNITS... not 
dollars. 

The results — phenomenal — 10 
per cent reduction the first week 
and definite effort was established 
toward more careful and realistic 
selling. 

The reason— records were ex- 
posed and individuals wanted to 
maintain a good relative position 
in the department. Here again, 
comparative figures were used as a 
source of motivation. 

This chart can be considered a 
part of JOB RATING, for when 
figures are analyzed, they may re- 


veal poor selling techniques and, 
therefore, a need for further train- 
ing. It also supplements the credit 
information on the production re- 
port, Exhibit A. 

The second tool in JOB RATING 
is the SERVICE RECORD — see 
Exhibit C for Sales Personnel. 


A job breakdown 


This is a breakdown of proven, 
established job elements which are 
necessary for a good selling per- 
formance. Gone is the day when 
a manager could say “You are do- 
ing poorly but I can’t put my fin- 
ger on it.” This brought neither 
respect for management nor help 
for the individual. Criticism must 
be based on an intelligent, analyti- 
cal job breakdown, which becomes 
a common denominator to be ap- 
plied to all salespeople alike. 

THE SERVICE RECORD CAN- 
NOT BE OVERLOOKED FOR IN 
IT CAN BE FOUND MANY OF 
THE EXPLANATIONS FOR 
HIGH OR LOW SELLING 
COSTS. You will notice the ma- 
jor classifications in the exhibit— 

Knowledge of store system 
Job attitude 
Customer attitude 
Sales ability 
Each category has a further 
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breakdown of its component parts. 
Ratings, of course, are illustrated 
at the bottom of the form and are 
self-explanatory. This particular 
form runs the gamut of perform- 
ance qualifications which must be 
filled satisfactorily for continued 
employment. Store managers should 
daily evaluate their salespeople in 
terms of these qualifications if they 
are to maintain high standards of 
attitude, service and production. 


Exhibit D 


Exhibit D is a similar form for 
salespersons—it is more condensed 
and evaluates all individuals in a 
department on the same _ sheet. 
This, of course, offers comparison 
values stressed in the early dis- 
cussion of the PRODUCTION re- 
port. Management can again judge 
how good or bad an employee’s per- 
formance is by his relation to 
others and can point out to him 
his relative position in the group. 
It is amazing how many people 
think they are doing well until 
their failings are presented to 
them. It is important that em- 
ployees realize they must perform 
in terms of _MANAGEMENT’S 
STANDARDS — not in terms of 
their OWN. 

It is paradoxical to think that 
top salespeople in sales might have 
a low service rating but this is 
often true. High producers, 
through poor attitude and lack of 
cooperation, may become a de- 
pressing and demoralizing influ- 
ence on other employees and, there- 
fore, employee morale. It is impor- 
tant they be brought into line with 
service qualifications ... if not, it 
may be most unprofitable to con- 
tinue their employment regardless 
of their high dollar sales. 


Non-selling employees 

For obvious reasons, merchants 
must center training and atten- 
tion on developing an alert, crea- 
tive sales force through which 
their purchases are primarily dis- 
tributed. However, too many times 
the caliber and importance of 
NON-SELLING employees. are 
minimized and overlooked. Hire the 
first person who comes along—that 
is the easy way out but causes 
inefficiency and poor service. Non- 
selling employees have their con- 
tribution to make in the field of 
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customer relations and their signi- 
ficance in the over-all machinery 
must be recognized. 

Customer service is completed 
only at the point of delivery and 
must run its gamut from sales per- 
sonnel through cashiers, wrappers 
and others. In short, to raise the 
over-all store efficiency, JOB RAT- 
ING must apply to non-selling and 
selling employees alike. Note Ex- 
hibit E for the non-selling group. 

What about executives? Are 
they beyond scrutiny and review? 
The answer is NO—organizations 
unlike homes are built from the 
top to the bottom. The degree of 
staff efficiency and customer good- 
will depends on the standards, abil- 
ity, knowledge and leadership of 
supervisors, managers and others 
on the executive level. These people 
are human like everyone else and 


must be jacked up from time to 
time. 

A leading department store pres- 
ident expressed it well when he 
remarked—“Show me the people on 
the first floor and I will tell you 
the type of leaders on the top floor.” 
For example, it would be advan- 
tageous for top management to 
periodically rate and review a store 
manager’s adjustment to his re- 
sponsibilities. This is the time to 
check progress—to give advice and 
training where it is needed. 


Executive rating 
A suggested executive rating 
form can be seen in Exhibit F. 
However, a company can develop 
its own but the categories and 
breakdowns must obviously con- 
form to executive qualifications and 
(CONTINUED ON PAGE 36) 


(EXHIBIT F) 





EXECUTIVE RATING FORM 








Name 


Position 





Employed 


Started Present Position 


Salary 





Date Last Increase 


Amount Last Increase 





Rated By 








CHARACTER - Is he intellectually honest and loyal? —_— 





JOB KNOWLEDGE - Does he have the information and special skills required 





by his job? 


PERSONAL RELATIONSHIPS - Does he command respect and inspire confidence? —___ | 
DEPENDABILITY - Does he do what he is supposed to do when he should? ____ 


APPLICATION - Is he a hard worker? 





LEADERSHIP - Is he a good supervisor and teacher? 
STABILITY - Is he even tempered? Can he stand pressure? 
JOB OPERATION - How well does he organize his work? 
INITIATIVE - Does he contribute good new ideas? 


Check if applicable: 


MERCHANDISING CAPACITY - Does he have a good style sense? 
Is he promotion-minded? 











Is he a self-starter? 




















RATING SCALE 
Excellent - A Good-B Fair-C Poor-D 
SUMMARY RATING 


Exceptional Above Average 


Average 


Below Average Unsatisfactory 





oe, Se Ya 
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Salary Recommendation: Amount 


DISPOSITION: Check one of the following: 


eee Immediately promotional. To what type(s) of job? 


[_] Future promotional. After how long? 
To what type(s) of job? 














Ca Cannot assume greater responsibility. Leave on present job. 


See Should be transferred to another type of work. What type? 


ocd Other action. Specify. 








CI too new to specify 


aE Specialist 





The ‘reasons why’ 
of good store layout 


Although they may not know why they like it, cus- 
tomers will be attracted by a well designed store. 


MORRIS KETCHUM, JR. 


Partner, Ketchum and Sharp 


Good architectural planning and 
style in store design pay sales divi- 
dends in shoe retailing. 

That’s the word of Morris 
Ketchum, Jr., partner in the archi- 
tectural firm of Ketchum and 
Sharp, New York City. His work 
includes a number of retail shoe 
stores which have been trend set- 
ters in this specialized field. 

“Shoppers appreciate contempo- 
rary design and it acts as a magnet 
for them,” says Mr. Ketchum. “They 
may not be able to analyze why 
such intangible qualities as good 
proportions, harmonious colors and 
textures, attractive displays and 
well designed equipment attract 
their interest and business. But 
these elements bring them into the 
store, bring them back and contrib- 
ute importantly to retail success.” 


Basics of shoe store design 


To the architect a retail shoe 
store is a fascinating design prob- 
lem, according to Mr. Ketchum. 
Because few sales fixtures are 
needed, he has an opportunity to do 
a dramatic interior job. Creating 
the right atmosphere for the sale 
of a single type of merchandise 
also presents a challenge. 

The fundamental problem in shoe 
store planning is to get the maxi- 
mum number of chairs in the sell- 
ing area and yet not crowd traffic 
lanes for customers, cut into the 
space needed for fitting or obstruct 
salesmen’s traffic routes. How this 
and other planning problems can be 
met is well illustrated in the Har- 
wyn Shoe Store in the Roosevelt 
Field Shopping Center, Hempstead, 
Long Island. (Morris Ketchum, Jr., 
of Ketchum and Sharp, partner in 
charge; Ketchum, Gina & Sharp, 
architects. ) 
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Shoppers enter Harwyn’s either 
from the Mall or a parking area. 
Since the bulk of traffic comes from 
the Mall, the men’s department is 
located at that entrance. Men do 
not like to go through other depart- 
ments to reach their objective; 
women do not mind. 


Length broken up 


The store is a long narrow one. 
Mr. Ketchum broke up its apparent 
length by dividing it into distinct 
men’s, women’s and children’s de- 
partments, each a shop within a 
shop and all skillfully interlocked. 
Traffic flows easily and yet the pub- 
lic is carefully routed from either 
entrance to fitting chairs and out 
again. 

This interlocking of departments 
is effectively used to promote more 
impulse sales. The accessories de- 
partment, for instance, is placed 
along the wall opposite the men’s 
department. It stocks handbags, 
costume jewelry and men’s hosiery. 
Women may buy one or all three. 
Men are reminded of their needs 
or those of their wives as they 
shop. And again when they pay for 
their purchases at the cashier’s 
desk which is in the accessories 
area. 


Seating the shopper 


Customers’ chairs in a shoe store 
should be carefully chosen for com- 
fort, appearance and durability— 
all within the smallest practical 
size to seat a customer properly, 
Mr. Ketchum suggests. At Har- 
wyn’s, chairs in the men’s depart- 
ment are black ebonized, with black 
leather seats and backs. Those in 
the women’s section have beige up- 
holstered seats and cane backs. 
Chairs and a loveseat of French in- 


spiration create the mood for sales 
in the area which the store devotes 
to Capezios. 


Bringing the outside inside 

Mr. Ketchum believes that the 
show window displays which origi- 
nally draw customers into the store 
should be repeated in the selling 
area. Thus they serve as reminders 
that the store sells a wider range 
of merchandise than the shoes they 
came in to buy. At Harwyn’s such 
displays are effective silent sales- 
men for shoes and accessories, 
presented against a well lighted 
white background. 


Making the best of boxes 


The average shoe box is not a 
very interesting item and the trend 
to put all stock behind the scenes 
is a good one, Mr. Ketchum feels. 
However, at Harwyn’s men’s stock 
had to be on view, so design was 
called on to break the monotony. 
Special vertical strips are used as 
dividers every seventh row and 
provide a decorative note. 

Another device suggested as an 
idea for stores is a series of re- 
cessed shadow box displays show- 
ing shoes and accessories. These 
can be placed at seated eye level to 
give customers something to study 
while they are being waited on, or 
waiting for service. 


Lighting for eye appeal 

The shoe store interior needs 
high intensity over-all lighting to 
show all the detail of fashion in its 
small scale merchandise. Here Mr. 
Ketchum used few and very simple 
hanging fixtures. Fixtures of elabo- 
rate design, he points out, compete 
for attention with goods on display 
and therefore defeat the purpose of 
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Total exposure gives the Harwyn shop dramatic display oppor- 
tunity at entrances which attract shoppers from the Mall as 
shown and also from the parking field at opposite end. 


the merchant, which is to make 
sales. 

Special lighting requirements in- 
cidental to all shoe stores dictated 
the Harwyn lighting plan. Specific 
solution included sufficient incan- 
descent down lighting to enhance 
the appearance of polished shoes 
and enough general illumination 
for convenient reading of numbers 
on shoe boxes. A good blend of in- 
candescent and fluorescent light 
sets off window displays and sup- 
plements general illumination in 
the sales room. 


Color contrast underfoot 


At Harwyn Shoes a golden yel- 
low carpet was selected for the 
men’s department and beige for the 
floor in the areas serving women 
and children. For one thing, change 
in color thus defines separate de- 
partments. For another, well chosen 
color sets off the merchandise, 
shoes, in all colors. Mr. Ketchum 
suggests that a busy pattern or 
bright shades underfoot distract 
attention from the shoes and thus 
can hamper sales. 

In fact, color is used throughout 
the store to dramatize merchandise, 
never to take attention from it. 
Beige tones, grays and white pre- 
dominate in walls, ceiling and on 
the floor. The dropped ceiling of 
the men’s department, a feature 
which helps set it apart from the 
rest of the store, has large panels 
of beige, brown and white. A teak 
wall provides a handsome masculine 
contrast. 

A few strong color elements are 
utilized to add spice to the other- 
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foot fashions. 


wise bland decorative scheme. In 
the children’s section, for instance, 
low benches are placed against 
white paneled walls, set off by black 
recessed joints. Individual back 
rests on this seating for mothers 
are done in brown and Chinese red, 
making an effective color composi- 
tion. 


Children bring their mothers 
Children who like a shoe store 
bring their mothers back to it. For 
this reason the Harwyn design in- 
cludes decor for their interest. 
Stuffed animals and dolls occupy 
circular shelves which are sus- 





A curving wall carries traffic from the handsome women's shoe de- 
partment at Harwyn's past the special section devoted to Capezio 


pended from firehouse-like poles 
that come down from the ceiling. 
These are highly decorative and 
take up very little space. 


Maximum display 


A recessed display lobby at the 
main Harwyn entrance serves to 
multiply the display opportunities 
of a narrow store front. Mr. 
Ketchum approves the trend in shoe 
stores to combine store front and 
interior in one glittering display. 
“Volume sales to a volume trade re- 
quire a maximum amount of dis- 
play opportunities,” he points out. 
“The open store meets this demand 
as no other type is able to do.” 


The spacious women's shoe department at the Harwyn shop features displays of 
good looking accessories at eye level to suggest impulse purchases. 


3] 











More profit through better planning... 


ROY ST. JEAN 


Every day thousands of people 
travel from one place to another 
for business and for pleasure. They 
pore over schedules, timetables and 
reservation forms. They plan their 
trips so that they will arrive at 
their destination safely and on 
time. 

There are, however, a good many 
people who travel catch as catch 
can with no advance planning. 
Sometimes they reach their des- 
tinations — sometimes they don’t. 
Often their travels are filled with 
unexpected ups and downs. 


The reward is profits 


From your own personal ex- 
perience, I am certain you will 
agree that those individuals who 
carried out the practice of advance 
planning undoubtedly had the 
smoothest and most enjoyable trip. 
And so it is in business. Those 
who do the most adequate plan- 
ning, establish their goals and set 
up a schedule to reach these goals, 
obtain the greatest reward in the 
end—profits! 

One of the things that can make 
the shoe retailer’s journey in the 
business world a smoother and 
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Businessmen who establish their goals and set 
up a schedule to reach these goals, obtain the 
greatest reward in the end—profits! 

by ROY ST. JEAN, Mer., Marketing 


& sales analysis, Brown Shoe Co. 


more profitable one is a better job plan, it also goes by the name of 
of merchandising planning. This “Buying Plan,” “Selling Plan,” or 
is a fact that we have uncovered “Open to Buy.” Plans will vary 
in our own research and inves- widely by category of shoes and by 
tigation. Certainly no retailer will different regions of the country as 
disagree with the idea that it is to what percentage of the year’s 
to his best advantage to have a total should be applied to each 
maximum stock at the time he is month. To establish the actual 
doing the greatest volume. This not sales and inventory figures apply 
only gives him the opportunity to the sales percentages in each month 
sell more merchandise with a full to the yearly sales goal. This will 
markon but also reduces the pos- give you the portion to be sold in 
sibility of markdowns. In addition each month. Applying. the inven- 
it helps to prevent lost sales due to tory percentages to the sum of 
walkouts when wanted sizes are the 12 average inventories will give 
not in stock. you the Beginning of the Month 
One of the simplest ways to Inventory for each month. The 
validate this fact is to establish a | missing factor between sales and 
merchandise plan which relates in- inventories, of course, is the re- 
ventory to sales as is shown in ceipt factor or “Open-to-Buy.” 
Chart A. The lines at the top show ae 
the relation of sales and inventory Allow for variations 
allocated to each month throughout Obviously in establishing a plan 
the year ahead. Since the invefitory of this nature there can be con- 
line (dotted line) represents Be- siderable variation from the plotted 
ginning of the Month Inventory, figures. In actuality, it is little 
this line is about two weeks in more than a forecast. In practice 
advance of the sales line. Although the retailer should indicate op- 
we refer to this as a merchandise posite his planned figures his actu- 





CHART A 


Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
SALES 
6.0 6.5 12.5 9.5 6.5 6.0 4.5 9.0 12.5 9.0 8.0 10.0 


INVENTORY 


78 O68. 11.8 86.7 2.5 7.4  6:3-8\9-. 109 -4.2: 3.9 - (98 
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al figures and, as the year pro- 
gresses, compensate as rapidly as 
possible for the variations occur- 
ring in the plan. 

A short time ago we participated 
in a controlled experiment through 
the Russell W. Allen Co. with a 
number of profitable stores which 
sold some of our brands. The pur- 
pose of this experiment was to 
prove that better relation of in- 
ventory to sales patterns could 
increase profitability. Examination 
of the store records, particularly 
the curves of sales and stock, led 
us to believe that a closer correla- 
tion of the inventory and sales 
position could be more profitable. 
The stores agreed to follow as 
closely as possible this type of plan 
in the following year. As a result 
the average sales increase on our 
shoes following the type of mer- 
chandise plan outlined in Chart A 
increased almost 19 per cent over 
the previous year while the rest 
of the shoe department had an 
increase of only .7 per cent. The 
net profit on our line of shoes 
to these stores was 43 per cent 
higher in the year of the experi- 
ment versus the previous year. 

The results of this research 
project point out in convincing 
fashion that— 

1. Proper correlation of stock 
and sales peaks will result 
in sales increases. 

. Proper correlation can sub- 
stantially reduce end of the 
season markdowns. 

. It is profitable to keep the 
kind of records which show 
the relation of stock and sales 
curves. 





SALES 


INVENTORY 





CHART B 


Jan. Feb. Mar. Apr. May 


7.9 6.7 12.3 5.8 6.8 


$1 7.6. 8.2 : 8.4.6.3 


June July Aug. Sept. Oct. Nov. Dec. 


5.2 7.8 10.4 12.6 9.2 7.1 8.2 


8.1 8.3 8.6 8.8 8.6 8.6 8.4 








Based on our initial results, our 
sales force is now working on the 
development of merchandising 
plans of this type for thousands 
of accounts across the country. 
Undoubtedly there are many ad- 
ditional shoe retailers who could 
improve their sales and_ profit 


picture by following a merchandise 
plan of this nature. 


Chart B 


Chart B was developed from a 
geographic cross section of ap- 
proximately 20 retailers who did 
not make use of merchandise plans. 
The chart relates actual inventory 
and sales figures. Although there 
are many reasons why the inven- 
tory did not follow the sales 
pattern closely, we suspect that it 
was because of inadequate planning. 
As evidenced by Chart A, a closer 
relationship of sales and inventory 
would have produced a much more 
satisfactory profit. 





CHART C 


INCREASE NET PROFIT BY 65% BY ELIMINATING 
WALK — OUTS DUE TO MISSING SIZES. 





Number of Customers Shopping 
Number of Walk-Outs 

Number Buying 

Average Sale 

Total Sales 

Merchandise Cost (60%) 
Normal Operating Expense (36%) 
Extra Exp. for Extra Sales * 
Total Expense 

Merchandise Cost plus Exp. 
Net Profit 

Per Cent Profit 





With 30% Walk-Outs 
(Average Store) 


20% Walk-Outs 
(Save 1 out of 3) 





* Allow 15% for Extra Expense in Selling Walk-Outs 


14, 285 
4, 285 (30%) 
10, 000 
$10.00 
$100, 000 
$60, 000 
$36, 000 


14, 285 
2, 857 (20%) 
11,428 
$10.00 
$114, 280 
$68, 568 
$36, 000 
$2, 142* 
$36, 000 $38, 142 
$96, 000 $106, 710 
$4, 000 $7,570 
4% 6.6% 
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One of the common bad habits 
followed in planning is that of 
blindly going by “last year’s re- 
cords.” Often when this is done 
no consideration is given to the 
mistakes that may have been made 
“last year.” For example, last year 
may have been the store’s biggest 
year on markdowns, sales may have 
been unusually low in a given 
period because of weather condi- 
tions, or a “bad” buy might have 
affected sales performance. Plan- 
ning an increase for this year 
without studying last year’s rec- 
ords thoroughly may prove to be 
simply a compounding of the 
mistakes made during the prior 
year. To eliminate this danger, 
check to see what is “normal’’ for 
your area. This will give you a 
better basis from which to con- 
struct your new plans. 


Turn walkouts into sales 
Merchandise planning can be 
helpful in reducing walkouts. How 
important can this be profit-wise? 
Well, all stores have a certain 
number of customers who walk out 
for various reasons. However, we 
have found that one of the most 
frequent causes of walkouts is 
“missing sizes.” Proper planning 
can help turn walkouts into sales 
and consequently increase profit. 
As a hypothetical example: Chart C 
shows a store having 30 per cent 
total walkouts. Half of these walk- 
outs are due to missing sizes. If 
through better planning walkouts 
due to missing sizes can be re- 
duced to one out of three, the 
total walkouts are then reduced 
(CONTINUED ON PAGE 36) 
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The leather lines for spring ‘62 


Neutrals and whitened brights star in the color pic- 
ture. Smooth and small grain textures are outstanding. 


The color formula for Resort-Spring-Summer as 
compounded by Helene O’Hara, director of fashion 
and promotion for Allied Kid Co., is: Zephyr is the 
new off-white fashion color, with Camelia and Bone 
continuing for spring ’62. Mocha Milk, a neutral 
beige, is a newcomer. 

Spring browns . . . Trope is the spring follow-up 
to Allied’s successful fall taupe, Park Avenue. It 
goes well with dark and lights . . . combines with 
black patent and brown. A warm-bodied mid-dark 
brown is Savile ... for beige knits and tweeds. 

The Apricot family, surging into fashion promi- 
nence, is reflected in three offerings: Sahara, an 
apricot-toned beige; Pompeii, a deepened apricot; 
Peach Blossom, a whitened counterpart to Canna 
Orange. 

Blues . . . and spring, having a “second honey- 
moon.” The bright navies, Dominion and Forget-Me- 
Not, show promise. Two brights, Cavern and Ori- 
ental, are promotional; and so is Mountain Blue, a 
paler-but-not-pastel shade. 

Red .. . greater sales appeal than in the immediate 
past, predicted. “Pimento from Paris,” follow-up to 
fall’s pimento, the leading shade, with lacquer red 
added for devotees of scarlet. 

Pink . . . newest is Carousel, a hue with less blue. 
Foam Pink returns as the pastel, Begonia as the 
temperature-high pink. 

As top promotional colors for summer, Miss O’Hara 
cites: 

Turquoise, especially Blue Grotto, a green tur- 
quoise, with blue turquoise also continuing. 

Moro Coral, a true precious coral color. 

Green, a true jade green called Paradise Green or 
a pale yellow green, Dior inspired, called Pistache. 

New leather finishes being offered include a semi- 
aniline finish on Glacé Cordigan from Standard Div.; 
Gardelle, the first suede kid dress leather with 
“Scotchgard,” expected to be a boon to white in spec- 
tator shoes; Glazelle, a pin-head textured kidskin 
with subtle surface and fast finish; “J 7,” a Urethane 
patent with excellent factory performance (keeps 
new look and won’t peel, according to Allied); and 
Facette, a new dimensional, unembossed texture (in 
patterns) on patent, kid or calf. 

® 

A new era in fashion, particularly as reflected in 
color, is envisioned for ’62 by Ruth Kerr Fries, 
fashion consultant to Amalgamated Leather Co., Inc. 
“This,” Mrs. Fries says, “will be stirred by the ante- 
bellum period . . . a very romantic look .. . with 
prettier, more becoming colors to be used.” 

In this vein, Mrs. Fries lauded such colors as light 


blue, seagrass green and pink shrimp as shoe colors. 
She also stresses the importance of navy, as an ac- 
cessory to blue and pink ready-to-wear, and feels 
that navy shoes should be featured more in higher- 
fashion styles than in seasons past. Other blues also 
figure strongly in Amalgamated’s picture: Foam as 
a pastel, Outer Space and Century ’21... the brights 
that are off-shoots of Scandinavian or royal hues. 
Emerald to water green have replaced the olives. 
Turquoise is bright but somewhat whitened. 

“Positive Neutrals” are what Mrs. Fries calls the 
new neutrals, and they include Coffee Cream, a pinky 
beige, oatmeal. Even more positive are Seahorse, a 
greenish beige; Seasand, a whitened taupe, and 
Foxfire, a tan with apricot. 

e 

The William Amer Co. which has been so success- 
ful with textured leathers and especially Broadtail, 
a shrunken textured kidskin with a broadtail look, 
is continuing to offer these as well as black and 
colored glazed King Kid; black Satin Kid; black and 
colored glazed Kangaroo; black Athletic Yellow-Back 
Kangaroo; colored Athletic Yellow-Back Kangaroo 
and Illuminata. 

= 

Many new colors have been added to the women’s 
line at Armour Leather Co., according to Duke Miller, 
spokesman for the company. Neutrals are being fea- 
tured, clear in tone and delicate in look. Beige to 
brown will represent the largest volume family. Ar- 
mour expects Bone to continue still as a volume 
color, but for fashion in neutrals they are betting 
on String, a new yellowed beige; Sage Brush, a 
lightened version of their Green Grape; and Palm 
Green, a pastel, to become volume colors. Clear 
whitened pastels (all new) are Blush Pink, Harem 
Blue and Goldfinch Yellow. 

New promotional colors are Wild Mustard, a green- 
ish yellow; Lariat, a light beige; Bourbon, a medium 
spring brown and Caravan, a pinky beige. 

Anilskin is a new tannage made on a mill-dyed 
base. It has a new-type aniline finish and is styled 
for lined or unlined dress shoes. Another new tan- 
nage is Silskin, a silky, mellow, short napped leather 
designed for flats and casuals. Both are in most 
new spring colors. 

e 

Several new tannages have been introduced for 
spring by the Colonial Tanning Co., Inc. As described 
by Jane Wheeler, fashion director, they are: 

Fantasy, a luxury finished aniline patent; Pick- 
wick, a mellow tannage on smooth sides (3-34 ozs.) 
for unlined shoes; Athenia, a crushed luster leather; 
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Tamiami, a crushed antiqued glove tannage with a 
bright-dull look for unlined flats and casuals. 

Bison is a new textured aniline finish with tone-on- 
tone effect; Brio a new pattern for crushed glove 
tannage, as is Tiara, a finer grain for dressier types 
of footwear. 

In reptile prints, the offerings include Chanda, a 
pearlized Everglades alligator, and Poona. In perfed 
leathers, new patterns include Poinciana, a very fine 
perforation on textured ecrise; Twist-Rope and 
Cloverleaf. 

Top promotional colors in patent leather and lus- 
ters include: White, Sweetgrass Green, Aqua, Bud- 
green, Lime Crush (yellowed green), Summer Rose, 
Jade (bluish green) and Talisman, a peachy cast. 
In brushed leather: Camelia, Emerald, Talisman, 
Tango (orange). Apricot and Aurora Pink are the 
top fashion colors. 

s 

Ancient Greece is the inspiration for the classic- 
modern color story at John R. Evans & Co., according 
to Charlene Osgood, fashion consultant. A new color 
dimension is achieved with neutrals (Neuter-Desert 
and Great) in combinations with pastels. Earth col- 
ors combined with silver are another fashion theme 
suggested by Miss Osgood. 

Top promotional fashion colors are: Bluff, Ping, 
Rose Tang and Straw Hat. New colors in the 
Evanesse line (a new smooth kid with aniline finish) 
are Bluff (pale blue), Ping (pale pink) and Surf 
(pale green). All are good with the incoming pale 
crepe ready-to-wear fashions. True brights 
Lucky (green) and Blue Chip (blue) are new. Rose 


Tang and Straw Hat are versions of the pinky beige 
and chamois beige families. 


* 

General Split Corp. is introducing two new lines 
of leathers according to T. O. Burns, sales manager 
of the firm. These are Sofgluv for unlined shoes and 
slippers with a soft glove finish in 3% to 5 ounce 
weights; and Lustre Crushette, a lightweight crush- 
able type for casual and dressy flats, slippers and 
to be used in combination with other leathers. Both 
leathers are in a wide variety of colors. 

a 

“I do not think we will want, by next spring and 
summer, much in the way of dazzling color,” says 
Sylvie Hamilton Gallagher, fashion and promotion 
director for Haus of Krause. With the pale look in 
ready-to-wear, the “middle register” in colors will 
be the perfect look in accessories. This is how the 
Haus of Krause color line-up will look—not too low 
keyed and not too high. As such, they will harmonize 
with both the delicate tones of dressy clothes and 
the somewhat brighter colors in sportswear. 

New colors are: Milk Shake, a rich, light beige; 
Mocha Frappé, spring version of River Bed; Choco- 
late Malt, similar to otter; Orange Ice; Frosted 
Grape, like iced grape juice; Summer Sea, reminis- 
cent of Caribbean waters; Clear Skies, a heavenly 
blue; Cotton Candy; Lemon Meringue; Beach Coral 
and Park Bench, a jade green. 

Scotchgard water and soil repellent treatment con- 
tinues to be incorporated in the Haus of Krause 
Pigmillion pigskin line, 
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There are two sides to the fashion picture for 
spring ’62, according to Jean Olds, fashion director 
for E. Hubschman & Sons, Inc. One is the classic 
look coming back strongly. It is best expressed in 
the Americana look of Wildfire red, navy and white 
or in neutrals trimmed with white. The other part 
of the picture is the emergence of the soft, feminine 
look as a new fashion influence. New, soft colors 
that give expression to this look include pink tinged 
beiges, the peach to apricot range and whitened 
greens. A very pale green, Gibson, shows promise to 
become the great new neutral, according to Miss 
Olds. 

Other new colors include: Wild oat, a clear beige; 
apricot; Wildfire, a red with orange cast; and Lotus, 
a clear medium green. 

Hubschman’s unlined matte and lustre may be 
ordered in all colors. 

e 

“The leading promotional color at Irving Tanning 
Co. is Daytona Green, a turquoise that promises to 
take up where the purples and shocking pinks left 
off,” says Julie Dane, fashion coordinator for the 
firm. “Parakeet, a more greenish turquoise, runs a 
close second. Warbler and Oriole, a pale orange and 
a tangerine, are good for playshoes and flats. 

“Our basics in browns and grays cover the widest 
range ever for spring 62. We’re beginning to feel 
a trend toward gray, or at least brown grays and 
greiges. Our answer to Bone is Pebblestone, a pale 
gray. Softer, finer, and a subdued brightness in color 
sums up the Irving Tanning story for spring ’62.” 

* 

The top promotional colors in the spring line of 
A. C. Lawrence Leather Co. are Sunset and Brandied 
Peach and White Jade for dressy shoes. So says 
Dorothy Anderson, fashion director. And the newest 
neutrals are Sandy and Song Sparrow. Mrs. Ander- 
son believes that the “bright story” should be done 
early, by November if possible. The firm has added 
“New Black Diamond,” which they claim operates 
better in factories, reduces cripples to a minimum 
and wipes in on the last wrinkle-free. It retains its 
deep brilliant look. Cow-Belle is a new tannage, simi- 
lar to Amadora, but priced for volume selling. Glazed 
lambskin linings are now available in colors to blend 
with upper leather lines. 

cd 

Footwear for spring-summer will be blended, 
rather than matched to apparel, according to Dorothy 
Adams, fashion director for G. Levor & Co., Inc. 
Furthermore, this color expert strongly believes in 
the use of two or more leathers and colors in one 
shoe... for example, Sienna, a golden beige Peca- 
dilly, with Flight Blue for an exciting spectator com- 
bination . . . or white Pecadilly with gray Brasilia. 

To summarize the Levor color story, with all 
shades repeated in all finishes: 

Pale Neutrals: Ambrosia, an apricot tone, to go 
with pale oranges and soft greens; Lotus Bloom, a 
pale tinted green; and Baby Dove, a young gray, 
cited for combination with other colors. 

Deeper Neutrals: Sienna, a golden beige; and 
Grooto, a taupy beige. 

Brights: Venetian Blue to go with white and the 
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range of blues in apparel; Pagan 

Green, a lettuce-like color; Pom- 

padour Pink, a fuchsia-cast pink 

for dressy shoes; and Georgia 

Peach, an orangey, apricot tone. 
e 

Red, green and blue . . . the old 
and the new . .. this is an impor- 
tant facet of the spring-summer 
color story told by Naomi Sloan, 
fashion director of the Ohio 
Leather Co. 

With blue looming large in next 
season’s fashion picture, Miss 
Sloan cites Yacht Club as the new 
color, Flight as the continuing 
one. New Rambler Rose, a new 
pinky red, shares the spotlight 
with classic Scarlet. A clear bright 
green with a bluish cast is Spear- 
mint. Sea Spray continues. 

A rich, dark brown, Bongo 
Brown, is an interesting promo- 
tional color in Ohio’s smooth calf 
line. It is suggested for dressy 
pumps... to accessorize the new 
browns appearing in apparel fab- 
rics. Gray is also seen coming up 


in apparel... but gray footwear 
is considered limited. Ohio’s of- 
fering in this family ... Gray 
Sky ... is best trimmed with 
white. 

A family of pales-beiges-neu- 
trals forms the largest segment of 
the line. Malt, a light beige with 
a slight taupe cast, is the major 
offering, with Caramel, a new 
creamy beige, cited for tailored 
and spectator types. 

In luster-finished Candlelight 
Calf, Frosted Malt (creamy 
beige), Orangeade, Coral Blush, 
Calypso II (turquoise), Camellia 
(rose red) and Mint Julep (green) 
are newly added. So are Chiffon 
Blue, Chiffon Pink and Chiffon 
Green. Pretty pastels have been 
missing for a while, Miss Sloan 
points out. In dressy shoes they 
could provide a welcome, saleable 
change from brights. 


“Core,” from the heart of the 
hide, will be perfect for opened- 


up shoes, according to Sylvie 
Hamilton Gallagher, fashion direc- 
tor for Surpass Leather Co. An 
unlined leather, it takes perfora- 
tions beautifully, and Mrs. Galla- 
gher feels that perforated pat- 
terns could very well become a 
major young fashion. 

In Baby’gator, Surpass feels 
that they have a very timely 
leather. It is a shrunken baby al- 
ligator design on kidskin, and with 
the current interest in reptile 
shoes, it is perfect spring-summer 
follow-up fashion. White Baby’- 
gator is promotional for resort 
and summer. 

Surpass goes into two directions 
with Porcelain in their new line. 
New is the Porcelain Kid with 
calf-like finish, priced for volume 
lines. Luster Porcelain, a_ spe- 
cially tanned semi-luster made in 
choice kidskin continues. Both 
will be color coordinated with 
Baby’gator. There are new finishes 
on K’ang-aroo being tanned by 
Surpass for the spring line. 





Job rating—an answer 
to the profit squeeze 


(CONTINUED FROM PAGE 29) 


responsibilities. 

There are three important pro- 
cedures to follow in establishing a 
successful personnel review: 

1. A Service Record should em- 
body the consensus of a manager 
and one or more executives or 
supervisors in a favorable position 
to judge. It should not depend on 
one opinion alone—prejudice could 
render it ineffective. 

2. Reviews should be held in a 
manager’s office—monthly, quar- 
terly or semi-annually —and with 
each staff member in turn. BOTH 
PRODUCTION RECORD AND 
SERVICE RECORD SHOULD BE 
THOROUGHLY DISCUSSED. 

3. Criticism should be adminis- 
tered privately, constructively, with- 
out bias and with the maintenance 
of an employee’s self-respect. The 
secret of good criticism is to con- 
vince a man in his own mind that 
what you ask of him is right, for 
then he is more inclined to correct 
his mistakes. 

The advantages of a formal rat- 
ing review are tremendous: 

1. Gives management opportu- 
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nity to commend as well as criticize. 
There is great need for commenda- 
tion in retailing because it is so 
easy to find fault. Good employees 
need a slap on the back. It makes 
them feel important—which is 
SOUND INFLATION TODAY. 

2. Enables management to move 
fast because it brings to the sur- 
face— 

PROMOTIONAL MATE- 
RIAL—tThe promotion angle should 
have a special appeal to the major 
store operators who have grown so 
large they have lost personal con- 
tact with individual accomplish- 
ments. It reveals ability that other- 
wise might be overlooked and allows 
a policy of “Promotion Within” 
—a great incentive for leadership. 

... SHOWS NEED FOR 
TRANSFER—Many employees are 
often misplaced and can do better 
by a switch to another department 
or a different type of work. The 
proper change means a better ad- 
justment, new vitality and a new 
lease on life. 

..- SHOWS NEED FOR FUR- 
THER TRAINING—and in what 
areas. 

..- SHOWS NECESSITY FOR 
THE LAY-OFF— Employees who 
cannot measure up to standard 
after sufficient warning and help 


should be dropped. 

As you can see, these are the 
summary conclusions drawn from 
the selling and non-selling charts. 

3. It does not permit bad situa- 
tions to continue. 

4. Offers validity for salary in- 
creases. 

5. Encourages increased produc- 
tion. Few salesmen in a sane state 
of mind will fail to try to improve 
when they know that management 
is aware of their failings and they 
have been warned for the future. 

6. Offers common denominator to 
be applied to all salespeope alike. 
This is scientific and fair. 

7. Offers advantages of pinpoint- 
ing deficiencies. Salespeople must 
know specifics—not generalities. 

8. Brings respect for manage- 
ment and encouragement for em- 
ployees for they feel management 
is interested in them as individuals 
and hard work and merit will not 
be overlooked but recognized. It 
shows that management has definite 
standards and goals and has devel- 
oped a means to help its people 
attain these goals. 

9. Psychologically, job rating 
establishes in the mind of an em- 
ployee that management is con- 

(CONTINUED ON PAGE 38) 


Boot and Shoe Recorder 





How to add 15% to your 
back-to-school sales 


Sell one extra pair of shoes to every seventh back-to- 
school customer and automatically you will develop 
a 15 per cent increase for your store. 


Fifty million students from 5 to 
19 years old—27.5 percent of U. S. 
population—will be in the age 
groups for kindergarten, primary, 
high school and college this fall. 
This total of 49,782,000 does not in- 
clude any of the 11,311,000 men 
and women 20 to 24 years old, a 
considerable number of whom are 
still undergraduates or graduate 
students. 


School age groups 

Based upon the 1960 Census for 
the entire U. S., including Alaska 
and Hawaii, school age groups are: 


Age 5-9 19,159,000 10.6% 
Age 10-14 17,217,000 9.5% 
Age 15-19 13,406,000 7.4% 


49,782,000 27.5% 





These percentages are based upon 
dividing each age group by the 
180,000,000 Bureau of Census pop- 
ulation statistics. 

To determine the number of 
school age students in your pri- 
mary trade area, multiply your 
total population by these three per- 
centages. Assuming your total pop- 
ulation is 40,000: 


40,000 X 10.6%=— 4,240 
40,000 X 9.5%= 3,800 
40,000 X 7.4%= 2,960 


27.5% 11,000 





Eleven thousand prospective cus- 
tomers for a pair of shoes. What 
percent of these 11,000 customers 
will come to your store? 


Growing feet 

Boys and girls in the 5 to 9 and 
10 to 14 age groups are growing. 
Of particular interest to you are 
their growing feet. Shoes that 
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fitted them when school closed in 
May or June will either be worn 
out or too small when school opens 
after Labor Day. 

Boys will need two, perhaps 
three pairs of new shoes—oxfords 
with Ripple Soles, dress oxfords 
with leather soles, and new high or 
low sneakers. 

Girls generally need more pairs 
than boys including party pumps, 
school shoes and casuals. 

When a mother comes to your 
store with her son or daughter, in 
addition to the type or style she 
asks for, always show an additional 
pair. While the mother may not 
want or cannot afford to purchase 
the additional pair immediately, by 
showing the extra pair, trying the 
shoes on the child, if the boy or girl 
likes and wants the second pair, 
the sale can well be made at a later 
date. 


One in seven 


Sale of one additional pair to 
each seventh customer will auto- 
matically develop a 15 percent in- 
crease for your store. 

For the 5 to 9 year olds, if you 
do not have the nationally adver- 
tised brand, type, style, material, 
size, width of shoe a child needs 
and the mother wants, the mother 
will hunt until she finds what she 
decides her child should wear. 

If she lives in the suburbs, she 
will drive many miles to find what 
she is looking for. Her doctor, as 
well as the child-care magazines 
and books she reads, have also im- 
pressed upon her the importance of 
properly constructed shoes plus the 
necessity of careful fitting for her 
children’s feet. 

Attention to the proper fit of a 
child’s shoe is up to you. Develop- 
ment of expert care in fitting will 
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Ralf Shockey & Associates, Inc., 
New York City 

gain new customers through free 
word-of-mouth advertising by your 
satisfied, grateful customers. 

Naturally, you may not find it 
practical to carry everything, espe- 
cially nationally advertised brands, 
but, by carefully recording, then 
analyzing “outs” and “calls” you 
can decide what additional brands 
and/or numbers you should stock. 

High schoolers “go in droves.” 
They are strongly interested in 
fads. If you sell a new style to a 
high school fashion setter or an 
athletic hero, other students will 
want to follow suite. High school 
girls “just must have” what the 
popular girls are wearing almost 
regardless of cost. 


They’ll get what they want 


They’ll keep after their parents 
until they get what they want, or 
else, since they are earning their 
own money, they’ll save up and buy 
the new fad. 

This is why it is imperative to 
“keep your finger on the teenage 
fashion or fad pulse.” 

While the BOOT AND SHOE RE- 
CORDER will report to you about new 
teenage shoe styles, facts, ideas— 
frequently a fad develops that is 
primarily local. Or the new fad 
may be copied from college stu- 
dents or some popular public enter- 
tainer, such as a rock-and-roll idol. 

You must think young today be- 
cause “you are aS young as you 
think.” The 15 to 19 year olds are 
young, think young, live young. 
They love—and will buy—the new, 
different, interesting, unusual. 

Think of color for teenagers. If 
you can initiate a color fad in shoes 
—leathers, fabrics, trimming, and 
in socks, accessories, gimmicks, 
other unusual items, you will not 
only increase sales to teenagers, 
but become a real shopping center 
for these age groups. 

They are always looking for 
“shoes to have fun in” as well as 
shoes for school and work. 

Fortunately for you, they are not 
only hard on their footwear, but 
their feet are still growing, too! 

To develop teenager girl busi- 
ness is vital. As Bernice Fitzgibbon 

(CONTINUED ON NEXT PAGE) 
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More profit through 
better planning 


(CONTINUED FROM PAGE 33) 


to 20 per cent. 

The first column shows the store 
with a profit of 4 per cent and a 
30 per cent walkout factor. Better 
planning has reduced these walk- 
outs on missing sizes so the total 
walkouts are now only 20 per cent. 
The profit then becomes 6.6 per 
cent of total sales. Relating the 
two profit pictures to each other, 
this means a total profit increase 
of 65 per cent. 

Here’s a possible helper in plan- 
ning—if a plan has been decided 
upon for the coming year of 
$50,000.00, the average retail price 
per pair is about $11 and you 
turn your stock about three times, 
how can you approximate the num- 
ber of different shoes you can buy? 
First determine the average num- 
ber of pairs needed to be adequate- 
ly stocked on each shoe—let’s say 
72 pairs. 

As a guide used cautiously— 


caution since so many of the fac- 
tors are just estimates. 

Another dangerous problem in 
planning is the use of an arbitrary 
turnover rate as a control. Likewise 
your turnover estimate is not nec- 
essarily comparable to that re- 
ported by another store or even 
the average of a group of stores. 
Turnover is the mathematical re- 
sult of sales divided by average 
stock. A study of sales, profit and 
inventory records of a good many 
stores selling shoes reveals that the 
turnover rate of any stock invest- 
ment is not necessarily evidence 
of the value of that investment in 
terms of customer satisfaction or 
store profitability. Low turnover 
rates may be best in some stores 
or category of your business— 
higher turnovers best for others. 
An arbitrary rate can be dis- 
astrous. Remember your primary 
reason for being in business is 
profit, not mathematics. 

In my opinion, those stores that 
will make the most of their op- 
portunities ahead (both sales and 
profit) will be those which set a 


Divide Annual Planned Sales 





by Average unit price X Number of pairs to adequately stock each shoe X Turnover 


or using the figures above 


50,000 50,000 





11x72x3 2,376 


This formula can be applied to 
each brand sold if used with 


= 21 different shoes 


plan to reach their goal and do 
their best to follow it. 





How to add 15% to your 
back-to-school sales 


(CONTINUED FROM PAGE 37) 


so aptly stated, “A store’s fashion 
department is its wooing chamber. 
Get the teenage fly to come into 
your parlor and little by little the 
web will be spun. Then when the 
girl marries you haven’t lost a 
customer —you’ve gained a gold- 
mine.” Miss Fitzgibbon’s state- 
ment is equally applicable to your 
teenage shoe customers. 

As to the older students—college 
juniors and seniors plus post grad- 
uates —they will be returning to 
the campus this fall, too. Their 
style consciousness is not only fully 
developed but they need more pairs 
of shoes because of the life they 
lead, both on the campus Monday 
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through Friday, and off the campus 
on week-ends. If you have the 
styles they want and particularly 
if their parents have a charge ac- 
count in your store, these college 
students will want to fill their fall 
shoe needs and “charge it to Dad.” 


Some are married 


Many college students are mar- 
ried today, with both husband and 
wife attending classes, particularly 
at co-ed colleges and universities. 
In many instances, their parents 
are contributing to their academic 
and living expenses. 

A goodly number of these mar- 
ried students have babies and 
young children of pre-school age 
for whom they or their parents 
must buy shoes. Watch for these 
opportunities for multiple sales. 


Many young men and women are 
working during the day and attend- 
ing night classes at a university or 
business school. They are all shoe 
prospects. 

Therefore, do not confine your 
back-to-school thinking to kinder- 
garten and grade school boys and 
girls. Plan, merchandise, promote 
to ALL the students from 5 to 19 
and older. 

We stated that you could easily 
increase your back-to-school shoe 
sales 15 percent this fall. By proper 
selection of brands, types and 
styles, plus aggressive promotion 
and selling, it will not be difficult 
to double this increase to 30 per- 
cent. 


Job rating—an answer 


to the profit squeeze 
(CONTINUED FROM PAGE 36) 


stantly observing the degree of 
efficiency and the attitude with 
which he works. 

Personnel reviews force manage- 
ment to set aside a specific period 
in which they think only in terms 
of their people. And why not? 
Store owners and managers seem 
to find the time to concentrate on 
advertising, promotion and buying 
—it is equally important to find the 
time to analyze and study em- 
ployees upon whom the success of 
all other retail functions depends. 

Job rating and formal personnel 
reviews can well be applied to shce 
retailing. I installed this system in 
two department stores with excel- 
lent success. Try it—you’ll be sur- 
prised at the results. 

A scientific discussion of per- 
formance between management and 
employees will help to improve job 
security for the individual and 
must reflect in increased produc- 
tion and profits for management. 

The moral of this discussion is— 

DON’T CHANGE THE WORK 

WEEK 
CHANGE THE WEAK WORK 
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TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Discount tug of war 


There’s a spirited tug of war situation developing in 
the discount shoe business and its solution may go 
far in determining the boundaries of low-margin 
shoe selling. It concerns the growing interest of 
major traditional shoe chains and some branded 
shoe producers in leasing shoe departments cur- 
rently being opened in some of the better discount 
department stores. The former are openly seeking 
leases in the more promising discount stores while 
some of the latter are eyeing ways and means to ex- 
pand production into discount area. 


Discount store management has been courting both 
chains and manufacturers to operate shoe conces- 
sions, supply the shoes. Now the situation is chang- 
ing somewhat as conventional operators seek dis- 
count outlets. This gives discounter choice of spe- 
cialists in shoe merchandising, could also provide 
him better quality footwear than commonly associ- 
ated with these operations. Chains are perfectly 
willing to trade their specialized “know how” for 
leases in better discount operations but balk at idea 
of moving better quality footwear through them. 


Discounters are accusing chains of taking on leases 
in order to unload inferior or slow-moving merchan- 
dise that won’t sell in their “name” stores. They 
want chains to offer equal quality and equal style 
variety in discount stores. Chain management feels 
this will be competing with their conventional 
stores, hurt sales in latter. In same way, discounters 
want brand name manufacturers to sell them equal 
quality shoes, even if under private label. Manufac- 
turers want to set up separate divisions, turn out 
lower quality shoe for discounters lest their regular 
accounts protest. 


But branded shoe producers face a dilemma with so 
many of their conventional department store ac- 
counts moving into discount operations. Some pro- 
ducers want to make shoes under different label for 
new operations. Problem is how much to cheapen 
shoes for latter, how much style authority as well as 
variety should be retained. Brand manufacturers 
claim there must be sharp line of demarcation if 
their branded lines are to maintain favor of con- 
sumers willing to pay difference in price. 


Thus “tug of war” resolves itself this way: discount 
operations are seeking to upgrade their appeal; tra- 
ditional operators and branded manufacturers see 
discounting as a downgraded operation, concentrat- 
ing on lower quality, second-grade style footwear. 
If discounters win, they can make deep inroads into 
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quality field, still the exclusive territory of the con- 
ventional-type stores. This would apply as much to 
children’s as women’s and men’s shoes. Most dis- 
counters have had unspectacular record with un- 
branded, cheaper grade children’s lines, hope to step 
up appeal with better grades. 


Fall outlook promising 


Even though major shoe retailers have been talking 
about a fall upturn for several weeks, there hasn’t 
been much assurance in their words until recently. 
Improving sales pace over the country since early 
June has given solid backing to their claims. Now 
comes even more support for an active fall. Ap- 
parel manufacturers over the country report sharp 
turnabout in buying plans of department and spe- 
cialty stores. There’s been a virtual rush by buyers 
to stock up on back-to-school and early fall merchan- 
dise. 


Right now, apparel trade is talking about busiest 
fall on record. Retailers sense change in consumer 
attitude as personal income continues to gain. Con- 
sumers have been saving money, paying off credit 
charges during recession—and holding off new pur- 
chases. Now that the recession squeeze is easing, 
big industries are re-hiring workers or expanding, 
there is more confidence in economic outlook. If 
consumers open pocketbooks for new fall clothing, 
they will need new shoes. Emphasis in fall shoe pro- 
motions will swing toward new shoes for new ward- 
robes. 


Early clearances brew trouble 


Some shoe retailers who began summer clearances 
earlier-than-ever this year are citing unexpectedly 
strong sales results as indication that public is again 
in buying mood. Actually, this may prove nothing 
more than fact that consumers will still respond to 
price offers. Success of discounters over recessional 
period has already proved this. What happens when 
clearances are over will provide real yardstick to 
consumer sentiment. 


There’s also danger that early clearances—July 5 
date is only a myth now—will get earlier and earlier 
each year. White season is short enough as it is and 
many consumers wait out May and early June to buy 
their summer shoes at clearances. This may even- 
tually help clear retailer shelves of warm weather 
stocks but it actually reduces amount of money 
available for fall buys. And it serves to focus cus- 
tomer attention on price—something all conven- 
tional stores should be steering away from as dis- 
counter appeal gets stronger. 
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Advice for store image makers: Consider 
employees and suppliers, not just shoppers 


The image a store presents to 
its own employees and its sup- 
pliers is just as important as its 
customer image. That’s the belief 
of Bill Douglas, owner of the three 
Shoe Box stores in Houston. 

“Even though store images are 
not any more alike than people 
are alike, your image should be 
the same to everyone your busi- 
ness comes in 
contact with,” 

Douglas said ina 

talk prepared for 

delivery June 29 

in Hot Springs, 

Ark. He was a 

speaker at the an- 

nual State Retail 

Seminar sponsor- 

ed by the Ar- 

kansas Council 

of Retail Mer- BILL DOUGLAS 
chants and the University of Ar- 
kansas College of Business Ad- 
ministration. 


“Don’t be muddled” —“A good 
store image reflects honestly just 
exactly what the store really is,” 
Douglas said. “It should accu- 
rately picture what the _ store 
stands for in services, values, 
quality and ideals. Don’t project 
a muddled image, as many stores 
do,” the shoeman advised. “Man- 
agement must first have a clear- 
cut idea of. what it stands for. . 
You can’t operate on whims and 
build a strong store personality.” 

Douglas, whose own stores have 
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in 10 years acquired an often- 
admired image, said each store 
“should seek to tell its own story, 
honestly and powerfully, by stay- 
ing natural—for most folks prefer 
to shop where the atmosphere is 
warm and friendly and where the 
service is good and the sales- 
people are interested.” 


Employees and the image — 
When the Shoe Box was a one- 
man operation, Douglas naturally 
had complete control of the image. 
Since he himself did everything, 
that image was fairly consistent. 
But as the firm grew (it has 17 
employees today), it became nec- 
essary to pay closer attention to 
the development of the image. 

To project the image to employ- 
ees, Douglas said, the firm “began 
by being interested in them and 
optimistic over their abilities.” 
Secondly: “We constantly remind 
our employees of the image we are 
attempting to create, and it makes 
them feel they are very much a 
part of that image.” 


What’s in an image? — What 
goes into the Shoe Box’s image? 


“We work hard to attain and 
keep our customer’s trust,” ex- 
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plained Douglas. The firm keeps 
permanent record cards on every 
child, with explanatory notes. One 
employee does nothing but send 
out reminders, birthday cards, 
laces to new customers and other 
promotional items. (The firm has 
10,000 active cards on file.) 

Salespeople get no commission, 
Douglas noted, but he said “ex- 
cellent salaries, attractive work- 
ing conditions, sick leave, paid 
vacations, company-shared group 
insurance and a pension trust 
fund for retirement add up to 
a healthy-happy management-per- 
sonnel situation.” 

Over the years the firm has re- 
corded store policy, procedures 
and plans on tape, and from it 
weekly memos are prepared. Every 
job is clearly defined. Employee 
gripes are aired regularly. Sales 
meetings are held weekly. 


“Fresh approach”’—“It’s been 
said,’ Douglas related, “that the 
success of the Shoe Box image 
can be attributed possibly most 
strongly to the ‘fresh approach’ to 
selling as well as to giving the 
customer an opportunity to shop 
in a friendly, interested atmos- 
phere . . . .With every new store 
that we open, we try to have one 
or two of the friendly, familiar 
faces there to greet the new cus- 
tomers as well as the regular cus- 
tomers who live in our new neigh- 
borhood.” 


SHOWS 


NSF to feature fashion show Sept. 24 


For the first time in many years, 
a full-scale fashion show will be an 
official event of the National Shoe 
Fair. 

The showing of women’s, men’s 
and children’s shoe styles for spring 
1962 will take place in the huge 
ballroom of the Fontainebleau Ho- 
tel, in Miami Beach, in the early 
evening of Sunday, Sept. 24, open- 
ing day of the Fair. It will last 
almost an hour. 

The show will use a large screen, 
where the parade of new styles will 
appear in full color. Well known 
professional fashion commentators 


will direct each presentation. Shoe 
Fair officials said the emphasis will 
be “strongly on the practical ap- 
proach and aspects of the new style 
trends to enable visiting buyers 
and retailers to derive maximum 
tangible value from the showings.” 

The Shoe Fair Committee voted 
to hold the fashion event because 
of the significant advance in tim- 
ing of this year’s show, and be- 
cause of industry interest in crys- 
tallizing footwear trends for 
spring. 

“Not in a long time,” said Z. Al- 
bert Joseph of Joseph Salon Shoes, 
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Chicago, head of the NSF fashion 
show committee, “has there been 
such want and need for clarification 
of developments in shoe styles as 
now. We are in a very important 
period of style transition.” 
e 
Seville replaces the Saxony 


The Seville Hotel in Miami Beach 
has replaced the Saxony as one of 
the five exhibit hotels for the Na- 
tional Shoe Fair. 

The Saxony dropped out of the 
picture after new owners closed 
the hotel for renovation and re- 
furbishing, with plans to reopen in 
November. The Shoe Fair Housing 
Bureau has been working to relo- 
cate shoemen with reservations at 
the Saxony. 

The four other exhibit hotels are 
the Fontainebleau, Sorrento, Bar- 
celona and Montmartre. Total num- 
ber of exhibit rooms in the five 
hotels may reach 1,200, show offi- 
cials say. 

e 


NSF symbol! picked 


Official symbol of the 1961 Na- 
tional Shoe Fair has been selected. 
It incorporates the “Earlier Look 
—Smarter Buy” 
theme of the 
show. 

The Shoe 
Selim Fair's sponsors, 
look the National 
weg Shoe Retailers 

4 and National 
Shoe Manufacturers Assns., have 
urged manufacturers to use the 
symbol on their company stationery 
and promotional materials; and to 
provide salesmen with  easeled 
cards featuring a blow-up of the 
symbol for use in sample rooms 
and when displaying the line in a 
retail store. 


NATIONAL 
SHOE FAIR 


Sept. 24-27 


* 
Free buses to operate again 


Free buses will operate between 
exhibit hotels at five-minute inter- 
vals during the National Shoe Fair 
in Miami Beach, Sept. 24-27. Offi- 
cials of the Fair say the bus serv- 
ice will be more frequent in Miami 
Beach than it was in Chicago, 
former site of the show. 

According to show officials, the 
great majority of visiting shoemen 
will be quartered no more than 12 
minutes away from the exhibit ho- 
tels. 
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Baltimore: Optimistic 
outlook in women’s lines 


Several exhibitors at the Balti- 
more Shoe Show sponsored by the 
Baltimore Shoe Club and the Asso- 
ciated Shoe Travelers, Inc., in mid- 
June questioned the value of a 
show during the summer. Others 
said not enough of their buyers 
showed up, and still others said 
there was a lot of looking but not 
much buying. 

Overall reaction was only fair. 
The optimistic exceptions were ex- 


hibitors of women’s lines. There, 
sales were generally up and the 
outlook for fall was good. In men’s 
shoes, gains of not more than 1 to 
2 per cent—if that much—are fore- 
seen. 


Chains and department stores, 
on the whole, are buying steadily, 
at least for the children’s and wom- 
en’s departments. (The men’s busi- 
ness, according to one traveler, is 
now a hand-to-mouth existence.) 
Independent retailers, however, find 
much of their money still tied up 
in slow- smoving: ; summer ‘maerchan- 
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dise. These retailers were mostly 
“looking” at the show. 

In women’s dress shoes, black 
leather constituted about 85 per 
cent of the orders written at Balti- 
more. The triple needle continues to 
dominate, and 15/8, 18/8 and 19/8 
heels have become stronger than 
ever. In inexpensive lines, the high 
heel is still popular. Stacked heels 
are good all-round business and 
cowboy heels dominate the casua! 
picture. 

Novelty boots sold well, and re- 
membering the worst of last win- 
ter, retailers placed heavy orders 
for stadium boots for September 
delivery. 

In men’s shoes, the trend gener- 
ally was toward a little more shoe 
than last season. Some exhibitors 
reported continued strong sales of 
the very lightweight styles, but the 
general trend was back to heavier 
types—still lightweight but slightly 
more built-up. 

By MARTHA D. HEAPS 


FINANCIAL 
Chain sales rose in May 


Composite sales of four leading 
shoe organizations during May 
showed an increase of 5.9 per 
cent. Edison Bros. set the pace 
with a 9.3 per cent gain. Kinney 
was up 7.3 per cent and Melville, 
3.7 per cent. The lone decline was 
reported by National Shoes: down 
2.2 per cent. 

For the first five months, these 
chains were virtually even with 
1960 figures. Allowing for the in- 
creased number of units in opera- 
tion, however, indicates a moder- 
ate decline. 


RETAIL EXPANSION 


New addition to Chicago's Loop is the American Girl Shoe Store—"The Loop Salon" 
—owned and operated by William Ross and Abraham Shapiro, independent of American 
Girl Shoe Co. The two men have owned the Cinderella Shoe Store, Boston, for over 20 
years. For 10 years they have had a Cinderella store in Chicago. It closed before the new 


store opened. 


Gilbert to move offices 


Gilbert Shoe Stores, Inc., oper- 
ator of 27 discount shoe outlets 
in five Midwest states, will move 
its executive office and warehouse 
from 210 E. Town St. to 390 E. 
McCoy St., Columbus, O., early 
in July. Rapid growth of the 
business has made a move into 
larger quarters necessary, said 
Ivan Gilbert, company president. 

The Gilbert ‘100,000-pair” re- 
tail outlet at 210 E. Town will 
take over the space being va- 
cated. 

2 2 e 

Standard Arch Support Center, 

opened by Benjamin Brookman in 


140 STYLE NUMBERS FOR MEN, $11.95-$15.95 retail 
28 STYLE NUMBERS FOR BOYS, $9.95-$10.95 retail 


GARDINER SHOE CO., INC. 
Gardiner, Maine 


St. Petersburg, Fla., specializes in 
filling prescriptions and hand- 
crafting supports for clients. 
Kaye’s Children’s Shops, an ap- 
parel chain, has added children’s 
shoe departments to three Tucson, 
Ariz., units and two in Phoenix, 
for the first time. The company 
is stocking the Dr. Posner line. 


Charles’ Men’s Wear, which 
opened recently in the Collegiate 
Square shopping center in Nor- 
man, Okla., features shoes as well 
as apparel and accessories. Joe 
Charles is assisted in managing 
the shop by his son Tony. 


A BETTER FIT FOR 
MORE CUSTOMERS 


wit y, THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 
YOU... 

Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 


TINGLEY 


RUBBER CORPORATION 
ell 
RAHWAY, NEW JERSEY « Established 1896 
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MANUFACTURING NEWS 





A fashion image: springboard to sales 


Manufacturers at the M&DM Meeting were en- 
couraged to gain a positive identity in fashion by 
limiting their lines and specializing. 


By EDWIN S. FINKELSTEIN 


In the face of declining per 
capita shoe consumption — from 
4.56 pairs in 1959 to 4.51 pairs 
in 1960—shoe manufacturers were 
offered a suggestion for increasing 
their own individual sales: gain 
an emphatic foothold and a posi- 
tive identity in fashion. 

The surest way to success in 
fashion merchandising, they were 
told, is to (1) research style 
trends, (2) limit your line and 
(3) offer it with conviction. 

These remarks were addressed 
to over 230 executives of shoe 
manufacturing concerns, advertis- 
ing agencies and retail firms who 
attended NSMA’s eighth annual 
Marketing and Distribution Man- 
agement Meeting (formerly Mer- 
chandising Clinic) in the Statler 
Hilton Hotel, New York. Fashion 
merchandising was traced through 
four distinct phases: The Idea, 
The Alert, The Buy and The Sell. 


Through specialization, an im- 
age — An expertly planned ap- 
proach to fashion merchandising 
will lead ultimately to specializa- 
tion in “10, 12, or 15 shoes in 
three or four colors, with some 
20 other shoes carried for sales 
support and specialized retailer 
needs,” said Eleanor Stewart, shoe 
buyer for Lord and Taylor. 
Through specialization, the man- 
ufacturer can achieve greater ef- 
ficiency and be able to project 
a positive, single image to the 
retailer. 

“Don’t mesh all kinds of styles 
into one line,’’ Miss Stewart said. 
Most retail shoe buyers dislike 
being confronted with hundreds 
of shoes in a line. 


Developing the idea—The seeds 
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of this image and specialization 
have their roots in stage 1 of the 
fashion merchandising plan: idea 
development. Here the manufac- 
turer must analyze all fashion 
trends and determine which trend 
to follow. This is done, said de- 
signer Elinor Bohle, by gathering 
information from all quarters— 
using sales records of the top 
10 selling styles, clipping all ads 
without bias and with the dates 
they appeared, and_ gathering 
sketches. In this way, dates and 
styles will indicate which trend 
is emerging, which is dying. 


Mrs. JFK—The picture is fur- 
ther crystallized by studying forces 
now affecting fashion. Miss Bohle 
cited the fact that Jacqueline 
Kennedy’s casual look is playing 
an important role in the mass 
preference for less severe style 
lines. And Mrs. Kennedy’s prefer- 
ence for clothes that do not 
exaggerate will help determine 
the shape of the toe. 

“Women are like sheep,” Miss 
Bohle said. “They want to look 
like Jacqueline.” The pointed toe, 
she noted, is not casual, not free 
or unhampering. She _ therefore 
concluded: “Drop your torch for 
the pointed toe if you’re still 
carrying it.” The ideal last, she 
said, will be a flat oval—wide 
enough not to be mistaken for 
the single needle. 


“Always the same meal”—One 
trouble with today’s fashion 
world, Miss Bohle complained, is 
that manufacturers don’t inter- 
pret trends independently. She 
put it bluntly: “Everybody now 
steals the same chicken — and 
women get tired of the same meal 
all the time!” She urged her 
audience to do some independent 


thinking in regard to fashion. 


Once this is accomplished, the 
shoe manufacturer can establish 
an identity—an image in fashion. 
The retailer will fall into a pat- 
tern of looking to the same source 
—the manufacturer with an im- 
age for a certain type of shoe— 
whenever he needs that type of 
shoe. If a manufacturer persists 
in carrying a line limited to 
imitations of the 10 or 15 best- 
selling styles, the retailer has the 
choice of just buying from “the 
cheapest source.” 


“Do something unusual’”—These 
words were echoed by Herbert 
Copeland, vice - president of 
A. Sandler Co., who said that 
“doing something unusual (in 
fashion) will militate to your 
benefit.” He cited as an example 
his own firm’s success with the 
Ripple Sole shoe. When the idea 
was first conceived, the company 
believed enthusiastically that the 
functional comfort of this sole 
would sell if it were combined 
in a handsome shoe. The idea 
was presented with conviction to 
B. Altman, and this retailer be- 
lieved it too. The result: over $1 
million worth at wholesale prices 
were sold. 

The store attempting to create 
its own fashion image to the 
public “will refuse to accept uni- 
formity,” Miss Stewart said. When 
a manufacturer attempts to induce 
a retailer to buy his line through 
a program of national advertising 
and fashion credits, he is in re- 
ality offering conformity. 


How to sell more — Another 
panelist, Saul Kaplan, vice-pres- 
ident and general manager of H. 
Scheft Co., spoke on the “sell” 
stage of the fashion program. It 
should answer the problem, he 
said, “of how to get more shoes 
sold pair by pair, and profitably, 
to an ever more discerning pub- 
lic.” A good display window and 
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an inviting, clean store are im- 
portant prerequisites to success, 
Kaplan observed, but only help 
create an atmosphere in which 
to buy. The core of the problem 
is encompassed in “communica- 
tion, imagination, training, and 
enthusiasm.” 

Communication should play an 
important part. The manufactur- 
er’s salesman should be thorough- 
ly briefed on the line, Kaplan 
said. He should be able to tell 
retailers “how every style came 
about,” and the retailer should 
“communicate what he is doing 
today and planning tomorrow 
(through his organization) down 
to the stockboy.” 


Reaching the consumer—It takes 
imagination, too, to make the 
fashion idea connect to the con- 
sumer. Kaplan’s own firm sends 
out regular mailings on birthdays, 
Easter, and other holidays, tell- 
ing customers of shoes for the 
occasion. He keeps a list of 
persons who might be interested 
in announcements of specific new 
arrivals in the store. 

“If we are to succeed in sell- 
ing,” Kaplan also said, “we must 
adopt training on a full - time 
basis to make a good salesman.” 
He called for high standards for 
salesmen, with high rewards. 

“Wherever you find an enthusi- 
astic salesman, you find a success- 
ful business,” he added. There 
would never be a problem of a 
decreasing per capita consumption 
of shoes, he said, or decreasing 
profit ratios, if salesmen could 
be infected with enthusiasm. 


Workshop highlights—The pan- 
el discussion completed, the meet- 
ing was divided into smaller, 
separate units, or workshops, 
which discussed fashion in three 
categories. Some highlights: 


WOMEN’S WORKSHOP — The 
possibility of copywriting designs 
and policing them through a cen- 
tral design headquarters was 
discussed and found impractical. 
The manufacturer should strive 
for new ideas and not be con- 
cerned about style piracy. A com- 
pany that develops its own styles 
and establishes its reputation for 
style integrity is more likely to 
become a repeated source than 
another manufacturer whose cop- 
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ied offerings may appear down 
the street for $6 less. 


MEN’S WORKSHOP — It was 
agreed anew that the one big 
problem facing men’s shoe manu- 
facturers today is how to convince 
American males that they should 
have different shoes for different 
occasions. “We've got to sell ideas 
(to men) and we’ve got to come 


up with new selling ideas,” one 
participant remarked. 


CHILDREN’S WORKSHOP — 
Education of the public to the 
danger of wearing only sneakers 
was explored. “It’s an unhealthy 
situation now,” Harold Abraham- 
son of Harold’s Juveniles, said, 
“since parents buy sneakers to 
replace shoes.” 


ISCO’s A. L. Johnson says manufacturers 
need better communications—and tells how 


Unless the shoe manufacturer 
learns to do an effective job in 
intra-company and mass communi- 
cations, he will find it almost im- 
possible to realize his full sales 
potential in the important next two 
years. 

This was the opinion of A. L. 
Johnson, director of advertising 
for International Shoe Co., and 
chairman of the Communications 
Seminar of the M&DM meeting. 

A number of audiences must be 
reached and reached continuously 
if a firm is to achieve the best 
possible results from a communi- 
cations program. 


Within the company — Johnson 
stressed the importance of intra- 
company communications through 
meetings with managers of vari- 
ous departments, getting their 
thoughts on a project, and explor- 
ing all possibilities of doing the 
job. He said that memos and other 
company records are invaluable. 
He recommended a news bulletin 
to inform employees of progress, 
changes, advertising programs, 
etc. 

“It makes the lowest ranking 
employee feel closer to the com- 
pany,” he explained. 

Johnson pointed out that com- 
municating effectively with com- 
pany salesmen still remains a 
major problem for the shoe manu- 
facturer. This is a prime cause 
for the inability of many shoe 
firms to develop new retail cus- 
tomers in a market that has be- 
come among the most competitive 
in the consumer goods field. 


Helps for salesmen — Johnson 
said the company should give 
salesmen every possible bit of in- 


formation, every sales aid. He 
strongly recommended that much 
of this be accomplished at 
sales meetings, where manage- 
ment should take an active part. 
He suggested a weekly sales let- 
ter, bringing to salesmen’s atten- 
tion selling tips, achievements in 
certain communities, and anything 
else which would help sell the 
line and produce a better sales 
force. 

He spoke of a sales incentive 
program, in which the company 
writes to salesmen’s wives solicit- 
ing their cooperation toward an 
incentive from which both would 
derive a benefit. In addition, sales- 
men’s guides disseminate informa- 
tion on advertising, colors and the 
complete line and program. John- 
son emphasized the importance of 
evaluation of call reports which 
can be combined with progress re- 
ports. He urged his audience to 
initiate training for both new and 
experienced salesmen. 


How to reach customers—John- 
son listed several ways to reach 
customers and prospects effec- 
tively: (1) merchandise cards, 
which should be mailed in advance 
of the season, telling the retailer 
that the salesman will call on him; 
(2) an attractive though inexpen- 
sive portfolio for presentation by 
salesmen, consolidating all the 
selling points management wants 
covered; (3) portable projectors 
for slides, utilizing sound in the 
presentation; and (4) reprints of 
all trade ads, distributed to sales- 
men so that they can be informed 
of the company’s advertising and 
can show it to retailers. 

The best way to reach custom- 
ers, however, is by advertising in 
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trade journals, Johnson said. It 
is the most inexpensive way, he 
stated, and will pay off if well 
planned and consistently exe- 
cuted. For extra exposure, he ad- 
vised supplementing trade adver- 
tising with direct mailings to 
prospects. He also said that faulty 
letter writing to customers should 
be scrutinized. 


Dealer-to-manufacturer — For 
getting information from dealers 
to company, Johnson listed five 
methods: (1) the salesmen; (2) 
traveling fieldmen; (3) visits to 
the company by retailers; (4) re- 
tail sales clinics, and (5) market 
research department surveys. 

In reaching consumers, it is im- 
portant to “communicate with the 
right group through the right 
choice of media,” Johnson said. 
He has found TV spots very effec- 
tive and he also relies on maga- 
zines and Sunday supplements. 
The television spot, used to reach 
the children’s market, works best 


when a premium or gimmick is - 


offered. 

Johnson cited other, inexpensive 
ways of reaching consumers: (1) 
window backgrounds; (2) window 
cards and banners; (3) mailing 
pieces and statement enclosures; 
(4) ads on shipping cartons; (5) 
mats to be run over the signature 


of the retailer, and (6) films to be 
shown at parent-teacher and other 
meetings. 


Reaching the businessman — In 
reaching the business community, 
effective use of the business press 
is a great aid, Johnson said. The 
company can reap benefits from 
communication on a local level, 
too, by inviting the local chamber 
of commerce to the factory; invit- 
ing the mayor and other town of- 
ficials to barbecues and open 
houses, and furnishing speakers to 
chambers of commerce and other 
local civic groups. 

In Johnson’s opinion, “commu- 
nications will either make you or 
break you.” 


Q-and-A session — Later, at a 
marketing communications semi- 
nar, panelists answered questions 
from the audience. Some samples 
follow: 

Q.: Why are many good sales- 
men stumped when confronted 
with the task of selling by phone? 

A. (by W. A. Garrett, American 
Telephone and Telegraph Co.): 
The salesman, who usually makes 
his appeal to the five senses, has 
to convert all these appeals into 
one: the sound of his voice. Phone 
selling is a different type of sell- 
ing. 


Garrett suggested some rules 
for successful phone selling: (1) 
break your proposition down into 
pieces, getting a concession on each 
part as you go along; (2) anytime 
you say a negative thing, follow 
it up with a positive remark; (3) 
listen for different buying signals 
—follow up with a_ statement 
drawing the prospect out; (4) get 
definite confirmation, and (5) give 
accurate descriptions using the 
best adjectives. 

Q.: Will packaging ever be im- 
portant in the shoe industry? 

A. (by J. Gordon Lippincott, 
Lippincott and Marguilies, Inc., 
industrial design and marketing 
consultant): By 1970, 80 per cent 
of all shoes will be sold by self- 
selection. Shoe packaging can do 
the following: (1) build brand 
names; (2) build brand image 
when the customer gets the pack- 
age home; (3). use the package to 
identify contents, and (4) in- 
crease multiple sales. 

Q.: How do you get yourself 
understood when you do commu- 
nicate? 

A. (by Oscar Bresnick, The 
Bresnick Co., Inc., ad agency): In 
advertising, use copy testing. In 
other forms of communication, go 
into more detail to be understood 
—make an honest effort. 


Discount houses’ sales will increase 41% this year, publisher says 


gested “getting your merchandise 
into discount stores through the 
back door,” that is, to plead ignor- 
ance to queries from traditional re- 


Discount merchandising is cut- 
ting a wide swath across retail 
sales, Richard G. Zimmerman, an 
authority and publisher in the dis- 
count field, told a luncheon gather- 
ing at the NSMA Marketing and 
Distribution Management Meeting. 
He predicted a 41 per cent increase 
in sales by discount stores this 
year, raising last year’s sales of 
$2.9 billion to $4.1 billion in 1961. 

Zimmerman said discount mer- 
chandisers will continue to consti- 
tute an increasingly important out- 
let for goods, one which shoe man- 
ufacturers must recognize. In the 
next few years, he said, discount- 
ers will account for $10 billion in 
sales. Zimmerman quoted Saul 
Kaplan, president of Interstate 
Department Stores, a leading dis- 
count chain, as saying that the 
time will soon come when “80 per 
cent of all consumer purchases will 


July |, 1961 


be made at discount stores.” 

The growth trend of discounting 
is being aided, Zimmerman said, 
because new financing is becoming 
more readily available. The dis- 
count merchandiser, a retailer who 
is defined as one who sells national- 
ly advertised and branded mer- 
chandise on a continuing basis be- 
low list prices, enjoys net earnings 
of 30 per cent—three times what 
traditional retailers now earn. 

Discount merchandising presents 
a problem to manufacturers of 
branded shoes who fear that, if 
they sell their brands to discount- 
ers, they will destroy their good- 
will with the traditional outlet— 
and total volume may fall off. The 
branded producers further fears 
that the traditional outlet may re- 
fuse to handle his brand if it’s sold 
through a competitive discount 
store. In answer, Zimmerman sug- 


tailers. He said this is the case 
today in the marketing of appli- 
ances through discounters and tra- 
ditional outlets. At this, the audi- 
ence sneered and laughed. 

Discount houses have not yet 
settled on one mode of operation, 
Zimmerman noted. Nor have their 
methods of selling shoes crystal- 
lized as yet. 

Zimmerman acknowledged that 
self-selection is altering traditional 
methods of selling shoes, but he 
said the fact remains that “the 
shoe business must follow people, 
and people are spending more in 
discount stores. The shoe manufac- 
turer not alert [to this change] 
will see a deterioration in his 
sales.” 





What's ahead in women's footwear for spring 1962? These advance styles 
(left to right) were created by “American Shoe Designer Award" winners 
William Giddon of Sandler of Boston; Wesley Meyer of Brown Shoe Co., and 
Margaret Clark of Margaret Jerrold Shoes. 


Three more women's shoe styles from three other win- 
ners (top to bottom), Beth Levine of Herbert Levine 
Shoes; James O'Fallon of International Shoe Co., and 


Al Beigel, United States Shoe Corp. 


FASHION 


Award-winning designers present advance creations for spring 


The 14 shoes pictured here are 
part of a collection of 50 advance 
spring styles prepared by the first 
annual group of “American Shoe 
Designer Award” recipients. 

The 10 winners (one of them was 
a “design group” of three persons) 
received their awards from Leather 
Industries of America during last 
month’s Leather Show in New 
York. They were cited for their 
efforts in creating high-fashion, 
high-quality footwear for the mass 
market. 

Taking part in the presentation 
ceremonies were Irving R. Glass, 


These spring shoes for the younger set were created by award 
winners in that category. The two shoes at left are by Alex Smith, 
Weber Shoe Co., the others by the Stride Rite Design Group of 
Green Shoe Manufacturing Co., consisting of Sumner Gerstein, 


A. A. Harris and Marion Marsh. 
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executive vice-president of the Tan- 
ners’ Council of America; Benja- 
min F. Dennie, president of Leath- 
er Industries, and Mel Salzman, di- 
rector of LIA. 

For the occasion, each designer 
presented five creations for spring. 
Now these 50 shoes are on the road. 
LIA is making them available on 
loan to retailers and department 
stores across the U. S. for promo- 
tional use. 

Each exhibiting retailer will also 
receive suggested publicity mate- 
rial about the display for release 
to local newspapers, TV and radio 


and strap-and-buckle slipon by McGourty. 


stations. Stories about the awards, 
the designers and the exhibit have 
already gone to fashion editors of 
all dailies and big city stations. 

First to use the display, during 
the last week of June, was R. H. 
Macy & Co., New York, which pre- 
sented the collection in its women’s 
shoe department. According to 
LIA, “several dozen” requests for 
the exhibit have arrived from re- 
tailers, and the shoes are expected 
to continue on tour from now till 
November. Although the collection 
is intended as an interior display, 
it can be used in store windows. 


Pacesetting designs in men's shoes for spring include (left to right) 
slipon by O. M. Pick, Florsheim Shoe Co.; two-texture blucher by 
Lawrence McGourty, Thom McAn Shoe Co.; kiltie slipon by Pick, 


All photos are by 


Leather Industries of America. 
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NEW LINES 


EJ markets work shoes 


made of treated leather 


Endicott Johnson Corp. has de- 
veloped a group of new styles of 
work and safety shoes treated with 
Scotchgard leather protector, ac- 
cording to Edgar B. Mooney, Jr., 
vice-president, marketing. 

Mooney said the adoption of the 
fluorochemically-treated leather in 
work shoe lines is in keeping with 
an effort to provide “the highest 
possible quality in footwear for in- 
dustrial and semi-industrial wear.” 
The treated leather resists acids 
and alkali and is also resistant to 
absorption of oil, water and per- 
spiration. 

Several types of work shoes will 
be available in the new Endicott 
Johnson lines, including an 8-in. 
blucher and several varieties of 
blucher oxfords. 


Allied-Saco offers three 
constructions in fall line 


Allied-Saco Footwear Corp., Saco, 
Me., has introduced an expanded 
fall line featuring fashions in cold 
weather boots and slippers as well 
as novelty and traditional tennis- 
type shoes. Nationally advertised 
as Wing Dings, the line features 
three distinct constructions: 

® Boots of “warmth - without- 
weight” Sherpa fabric, stretch ny- 
lon and other materials made by 
molding long-wearing soles directly 
to uppers. 

© Wing Dings slippers construct- 
ed by a new variation of direct 
molding—a light, highly flexible 
sole is molded to the upper with a 
thin, long-wearing layer over it. 
The inner core acts as a resilient 


cushion with the durable outer 
layer as an outer sole. 

© Tennis-type Wing Dings made 
in a new, one-piece wall construc- 
tion. Sole and wrap-around wall 
are one unit and are molded di- 
rectly to the upper. 


Jaguar inlay on slipon 


The A. S. Kreider & Son Co., 
Palmyra, Pa., is appealing to the 
hot rod market with a new slipon, 
the “Dragster,” with a cutout of a 
Jaguar auto inlaid on the quarter. 
The shoe, available in men’s sizes 
6-12, is made in black smooth leath- 
er with white grain tongue, and a 
crossed-flags emblem at the V-cut 
throat. The shoe is made on a 
pointed last with tapered heel and 
Neolite sole. 

Another new Kreider offering for 
fall is a black plain-toe blucher of 
seuff-resistant leather, with Vylyt 
sole, intended for policemen, post- 
men and other uniformed people. 
The company says it fills the needs 
of “a man who wants to have a 
dressed-up appearance and _ still 
have an oil-resistant, non-skid, ex- 
tra-long-wearing sole.” 


FINANCIAL 
EJ skips dividend again 


Directors of Endicott Johnson 
Corp., Endicott, N. Y., have taken 
no action on the common stock divi- 
dend which would normally be paid 
July 1. This is the third consecu- 
tive quarter in which a dividend has 
not been paid, but President Frank 
A. Johnson has forecast a return 
to profitable operations in the sec- 
ond half of this year. 

EJ directors did declare a quar- 
terly dividend of $1 a share on 
the preferred stock, 4 per cent 


series, to be paid July 1 to share- 
holders of record June 19. 


MARKETING 


Wellco names assistants 


to sales representatives 


Wellco Shoe Corp., Waynesville, 
N. C., has provided its sales force 
with assistants “who can make the 
rounds in a supplemental effort.” 

Joseph Stanelli, vice-president in 
charge of sales, listed 10 assistant 
territorial representatives. He ex- 
plained, “With the accelerated sen- 
sitivity of retailers to changes in 
style preferences, we feel it essen- 
tial for our dealers to be contacted 
more frequently than in the past.” 

The assistants are: Fred Mc- 
Cracken, Southeast; Arthur Savio, 
New York City, Long Island and 
Brooklyn; Raymond Pepp, Phila- 
delphia area; Herbert Boehm, Dela- 
ware, Maryland and Washington, 
D. C.; Herman Fredrickson, Maine, 
Massachusetts, New Hampshire 
and Vermont. 

Also, George N. Nauman, Chi- 
cago, Ohio and Kentucky; Tom 
Kelly, western Pennsylvania; To- 
bias Cohen, Pennsylvania, New Jer- 
sey, part of New England and part 
of New York; Leonard Bernstein, 
Missouri, Kentucky, Indiana and II- 
linois; and Ray Markowitz, eastern 
Pennsylvania. 

Marshall Fiedler, merchandising 
manager for department stores, 
will continue to concentrate on this 
group in the Northeast. 

Two new sales representatives 
were named: Frank Martin, replac- 
ing Joseph Bernstein in Virginia, 
West Virginia and eastern Tennes- 
see; and Normal Reule, covering 
the Dakotas and Montana as a re- 
sult of a territorial realignment. 
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Rossi tells rubber shoe makers to drop 
isolation policies, ‘assume full stature’ 


The rubber footwear industry 
can no longer function as a unit 
divorced and isolated from the 
shoe industry. With rubber foot- 
wear, including imports, now 
representing more than one-fourth 
of all footwear sales in the U. S., 
it belongs under the single roof 
called the “footwear industry”— 
which comprises 750 million pairs 
of domestic production and nearly 
900 million pairs annually in total 
footwear consumption and sales. 

This belief was presented to 
the Rubber Manufacturers Assn.’s 
annual meeting in Great Oaks, 
Md., June 20 by William A. Rossi, 
executive editor of BOOT AND SHOE 
RECORDER. Said Rossi, “It is now 
time for rubber footwear, both as 
a product and as an industry, to 
assume the full height of its de- 
served stature.” 


Let’s see production figures— 
One important step, Rossi said, 
would be for the industry to 
“bring its annual rubber footwear 
production figures out into the 
open instead of keeping them con- 
cealed and confidential for no 
reason that makes practical sense 
under modern conditions.” He 
cited the slipper branch of the 
industry as one that had joined 
the total family known as the 
footwear industry. 

Rossi said that rubber footwear 
is a “highly volatile industry” 
subject to more sharp changes, up 
or down, than other branches of 
the footwear industry. He cited 


the steady decline in waterproof 
or protective footwear due to such 
trends as faster snow removal 
from streets and sidewalks; more 
use of cars with fewer pedestrian 
activities; and the entry of in- 
expensive plastic foot coverings. 
He said that the “sneaker fad” 
among teenagers could change over- 
night, dealing a harmful blow to 
the rubber footwear industry. 


New products needed — “This 
sensitive and volatile position 
means that rubber footwear man- 
ufacturers must expend more 
effort in new product design than 
any other branch of the industry,” 
Rossi warned. “The answer is in 
providing new concepts of func- 
tional design not only to sustain 
present levels of consumption but 
to stimulate new growth.” As one 
example Rossi cited the rubber- 
fabric casual as a “fresh concept” 
that brought millions of added 
pairage to the industry. 

Rossi further suggested pro- 
motion of the rubber footwear 
wardrobe sold as a package and 
displayed in compact exhibit units 
in shoe stores. Such a wardrobe 
or package might consist of 
sneakers, rubber-fabric casuals 
or specialty items, waterproof 
items and perhaps a functional 
item such as a boating shoe. Sold 
under a single, combined-price 
plan, it could boost multiple sales. 


Has leather been hurt? — The 
belief that rubber footwear has 


taken a bite out of leather shoe 
consumption is erroneous, said 
Rossi. He cited figures showing 
that per capita consumption of 
leather footwear has actually in- 
creased over the years’ when 
rubber footwear has shown its 
own expansion. For example, in 
the 1920s annual per capita pro- 
duction of leather footwear aver- 
aged 2.85 pairs. In the 1940s it 
was 3.28 pairs, and in the fifties, 
3.40 pairs. Actual shoe consump- 
tion, if leather shoe imports are 
added, has in the past couple of 
years reached as high as 3.7 pairs, 
a record. 


No mere “substitute”—Now that 
rubber footwear consumption is 
appreciably over 200 million pairs 
a year, Rossi said, “this footwear 
can no longer be regarded as a 
substitute item. It’s a very sub- 
stantial portion of shoe business 
—and the rubber footwear indus- 
try should openly proclaim and 
stand up to its full size with 
justifiable pride.” 

Rubber footwear sales at retail 
are now over $600 million. This 
has been important added volume 
to shoe business, the speaker said. 


“Discard inferiority complex”— 
Concluded Rossi: “The rubber 
footwear industry has come of 
age in a big and dramatic way. 
It should discard its hangover of 
inferiority complex. Its products 
have won mass acceptance for 
their specialized functional pur- 
poses. It will continue to expand 
in ratio to its creative energies 
in developing new products—and 
in ratio to its willingness to come 
out into the open as a full-fledged 
member of the whole shoe in- 
dustry.” 
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MANAGEMENT 


Hamlin succeeds Blain 


in EJ instock division 


Roland G. Hamlin has been ap- 

pointed general manager of the in- 
stock division of Endicott Johnson 
Corp., Endicott, : 
N. Y., according 
to William D. 
Benjes, vice-pres- 
ident, sales. He 
succeeds P. Doug- 
las Blain, who has 
retired. 

The instock unit 
includes three re- 
gional directors 
and 243 salesmen 
as well as a sub- ROLAND G. HAMLIN 
stantial export business. Hamlin 
was formerly eastern regional di- 
rector of the division. 


French, Shriner names 


Goodwin to sales post 


Richard L. Goodwin has been ap- 
pointed national sales manager for 
French, Shriner & Urner Mfg. Co., 

Boston. He will 
be in charge of 
sales, styling and 
promotion. 

A 20-year 
veteran of the 
footwear indus- 
try, Goodwin has 
had retail selling 
experience in the 
Goodwin Stores 
of California, 

RICHARD GOODWIN originally owned 
by his father and purchased by 
French, Shriner in 1955. For the 
past six years he has been a 
French, Shriner sales representa- 
tive in the Southwest. 


EXPANSION 


Genesco to add 35 stores 
and build five factories 


Genesco, Inc., will increase its 
number of plants to 55 and its 
number of stores to 1,000 in the 
next 15 months. Through its presi- 
dent, Ben H. Willingham, the com- 
pany has announced plans for a 
$16 million expansion program in- 
volving five new factories and 35 
stores. 
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Genesco, which began as a shoe 
manufacturer, today is a combined 
manufacturer-retailer of apparel 
as well as footwear. 

In announcing the program, 
Willingham said, “The growing de- 
mand for all types of apparel and 
shoes will continue at an increas- 
ing pace. Genesco’s fashion and 
product leadership, together with 
our merchandising and promo- 
tional efforts, will result in a 
larger share of this expanding 
market. Our facilities expansion 
program is geared to keep us 
ahead of our market predictions.” 


Retail expansion — Among the 
retail projects planned are a new 
I. Miller salon to open in early fall 


at 57th St. and Fifth Ave., New. 


York; two new Bonwit Teller 
stores, one opening Aug. 15 in 
Short Hills, N. J., the other to be 
built in Oak Brook Terrace, near 
Chicago; and new stores for Gen- 
esco popular-priced chains: Ber- 
land, Flagg Bros., Hardy, Holiday, 
Bell Bros. and Wise. 

Additional Innes stores are list- 
ed for Los Angeles; Sommer & 
Kaufmann stores for San Fran- 
cisco, and Roger Kent men’s cloth- 
ing stores for eastern cities. 


Manufacturing projects—In the 
manufacturing field, Genesco 
plans a new Johnston & Murphy 
plant in the recently announced 
Genesco Industrial Park in Nash- 
ville; a men’s clothing manufac- 
turing plant in Virginia for Greig 
& Bro.; a Formfit plant in Amiens, 
France, to take care of increasing 
business in the European Common 
Market, and a Rogers Lingerie 
plant in Coffeyville, Miss. 

- In addition Genesco is building 
a terminal for warehousing of fin- 
ished shoe products in Nashville, 





and planning to enlarge and im- 
prove its facilities at both the 
Whitehall, Mich., tannery and the 
General Adhesives and Chemical 
Co. plant in Nashville. 


Blue Ridge Shoe benefits 
from local financing plan 


Melville Shoe Corp.’s new divi- 
sion, Blue Ridge Shoe Co. in 
Wilkesboro, N. C., utilizes a prac- 
tical operating setup in the shoe 
manufacturing industry. 

The Blue Ridge plant, now under 
construction, will be owned by the 
Wilkes County Development Corp., 
a non-profit organization, which 
will finance the construction by 
selling 44%4 per cent notes through- 
out the area. Melville’s real estate 
subsidiary will hold the lease on 
the plant with an option to buy on 
expiration, after a number of 
years. 

This arrangement appears to of- 
fer advantages to both Melville and 
the Wilkesboro community. It re- 
quires no present capital invest- 
ment by Melville for the construc- 
tion of the new plant, and the lease 
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arrangement offers protection for 
the community in building the 
plant which will provide for the 
employment of many residents. 

A proposed employee training 
program at Blue Ridge also seems 
a practical arrangement. Starting 
60 days before actual production, 
employees will learn their job by 
attending training sessions on 
their own time and without pay. 
Instructors will be Melville per- 
sonnel who will be paid by funds 
established by the State of North 
Carolina. These funds are chan- 
neled through local school boards. 

A dry-run shoe production pe- 
riod will follow employee training. 
The state will provide the mate- 
rials for the dry runs and will sell 
these shoes to individuals within 
the state or to state institutions. 


New high-grade maker 


Principals of Home & Abroad 
Shoe Co., Newburyport, Mass., and 
principals of the former Newbury 
Shoe Co. in Newburyport, Mass., 
have formed a new company, Port 
Shoe Co. Port Shoe, a division of 
Home and Abroad, is manufactur- 
ing high-grade women’s shoes with 
the same personnel and facilities 
that Newbury Shoe formerly used. 

Arthur L. Winer, previously 
treasurer of Newbury Shoe, is vice- 
president in charge of operations 
of the new company. 


ORGANIZATIONS 


Joseph Goldstein heads 
St. Louis Shoe Mfrs. 


Newly elected president of the 
St. Louis Shoe Manufacturers 
Assn. is Joseph J. Goldstein of 
Kalmon Shoe Manufacturing Co. 
M. Robert Shaffer, International 
Shoe Co., takes 
over as first vice- 
president, with 
William S. Kap- 
lan, Carmo Shoe 
Manufacturing 
Co., as second 
vice-president. 
Suceeding the 
late Harry Ben- 
nigson as treas- 
urer is Roy E. 
Sundling, Brauer 
Brothers Shoe Co. 


JOS. J. GOLDSTEIN 


50 


Walter J. Johnson of Brown 
Shoe Co., the retiring president, 
becomes chairman of the board. 

Arthur Gale continues as execu- 
tive secretary of the association. 


350 at Central Pa. outing 


The annual outing of the Cen- 
tral Pennsylvania Shoe and Leath- 
er Assn., held at Colonial Country 
Club, near Harrisburg, Pa., at- 
tracted more than 350 members of 
the industry and their guests. 

Low gross golf winner was Fred 
V. Newman, Premier Thread Co. 
Low net winner was Willard Nor- 
ton, A. C. Lawrence Leather Co. In 
charge of the activities was John 
Badorf, Badorf Shoe Co. 

Association President Robert 
Fleming, of Fein & Glass, division 
of H. O. Toor Shoe Corp., an- 


nounced plans for the fall ban- 
quet Nov. 16 at the Hershey Hotel, 
Hershey, Pa. 


TRANSACTIONS 


Connolly Shoe acquired 


Red Wing Sewer Pipe Corp., 
Red Wing, Minn., has purchased a 
controlling interest in the Con- 
nolly Shoe Corp. of Stillwater, 
Minn. The purchase was made 
through an exchange of stock. 

Robert H. Rygg of White Bear 
Lake, Minn., was selected board 
chairman of Connolly Shoe, and 
John Schadegg of Stillwater, was 
named president. 

Plans for Connolly Shoe call for 
greater concentration on _ sales 
and sales promotion, a company 
spokesman said. 


TECHNOLOGY 


C.I.C. executive says injection molding 
lacks versatility of direct-pressure method 


Higher production costs and 
limitation of equipment and ma- 
terial were termed the major dis- 
advantages of injection molding 
by Robert E. King in an address 
to the Shoe Superintendents’ and 
Foremen’s Assn. of Ontario. 

King, executive vice - president 
of C.I.C. Machinery, Inc., Boston, 
stated, “Injection molding lacks 
the versatility of direct-pressure 
molding. Injection molding equip- 
ment, for example, cannot vary 
the thickness of a sole unless 
additional molds are bought. But 
the major restriction is in the 
type of bottoming material itself. 


Range of material differs—‘“In 
direct molding,” said King, “the 
shoemaker can choose from a wide 
selection of bottom material. This 
can be inexpensive or quality, 
hard or soft, flexible or rigid, con- 
auctive or non-conductive, heavy 
or light. The nature of polyvinyl 
chloride used in the bottoming 
materia! for injection molding does 
not permit such variations.” 

Another popular belief—that in- 
jection molding produces more 
pairs of shoes per unit time than 
direct molding—was termed “un- 


true” by King. He stated, “The 
number of pairs per minute or 
hour produced by a single machine 
operator is the only real important 
fact to consider, not the number 
of pairs of shoes produced per 
minute or hour by a single ma- 
chine. A machine operator using 
direct molding equipment pro- 
duces better than 10 per cent more 
pairage than the same operator 
using current injection molding 
equipment.” 


No longer “cheap”’—The word 
“vulcanizing” has often been asso- 
ciated with cheap, shoddy foot- 
wear. Said King, “This is not the 
case especially today in the light 
of new equipment developed for 
direct pressure molding.” He dem- 
onstrated various types of foot- 
wear ranging from heavy-duty 
work and hunting shoes to women’s 
and children’s smart dress shoes. 

A few weeks ago, the director 
of a large consumer research or- 
ganization, who recently studied 
children’s shoes made by the 
direct molding process, predicted 
“that within ten years 75 per cent 
of all children’s shoes would be 
made by vulcanization.” 
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There was a time when the shoe retailer could 
stage a profitable sale just about any time he chose 
if he followed a very few basic rules. That’s not 
true today. To promote a profitable sale today, the 
retailer must recognize and consider a number of 
important factors that influence sale results. 

In planning the 
sale, here are a few 
suggestions well 
worth following. 
They are based on 
successful sales and 
an understanding of 
today’s customers 
and today’s market- 
ing conditions. 


There must be a 
specific reason for 
the sale. If there 
isn’t a reason, don’t 
have a sale. Some 
good reasons include 
special holiday or 
seasonal opportuni- 
ties, a prolonged lag 
in sales volume, an 
oversupply of cer- 
tain merchandise 
and a special store 
occasion. The sale with a specific reason behind it 
generates the necessary drive, purpose and inspira- 
tion to make it successful. 


Planning 


a Sale 


for your 


shoe store 


Key the sale idea to time of the year and customer 


needs. The wants of the public at each specific time 


are important to consider in making the decision to 
hold a sale and in planning the items to be featured 
and the type of sale to be held. 


Display can’t carry the load alone. Far too many 
retailers hold sales supported solely by window and 
store displays. They end up selling discounted mer- 
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chandise to customers who would otherwise come 
and buy shoes at regular prices. There will only be a 
few additional sales. No sale should ever be staged 
unless it is promoted through every possible medium 
available. Novel ideas must be developed and used 
because today’s customer needs to be enticed with 
more than just a bargain. 


See that sale items are adequately stocked. There 
was a day when a store could put on a special sale 
with a limited size range of shoes and there would 
be very little kickback from the majority of the cus- 
tomers when they discovered this. When an item is 
offered today, the customer expects it to be in stock 
on the second day of the sale as well as the first. 
Otherwise, the storekeeper is branded a “cheat” and 
a “fraud”—and he would lose more regular business 
than the sale could gain. 


Set the sale up on paper. Work out the entire plan 
for the sale well in advance and develop the pro- 
gram on paper. Competition today is tougher than it 
was a year ago and it’s getting tougher. Hit~-and- 
miss merchandising is no longer possible. 


Provide a maximum of related items with sale 
items. By doing this you increase your opportunity 
to do business at a regular profit. Your sale items 
should interest the customers in nonsale items. 


Plan ahead to buy for the sale. Impromptu, on- 
the-spur-of-the-moment sales seldom are profitable. 
Neither are the items that you pick at random from 
stock. The really successful sale is the one planned 
far ahead of the event—including special purchases 
to be featured at the sale. 


Every member of the staff should have a specific 
duty. When this is included in planning and is then 
carried out, the chances for success increase and 
chances of forgetting details decrease. 


A sale must be timed right. Experience shows 
that a major sale is best scheduled for from 10 days 
to two weeks. After two weeks, the effort is seldom 
worthwhile. 





Direct mail to regular customers is effective. This 
mail should announce the sale ahead of the general 
advertising. This builds goodwill and also results 
in customers bringing friends and neighbors with 
them. 


Put the most wanted items in the windows. The 
idea of displaying and pushing the slowest moving 
items has wrecked more sales than inadequate pro- 
motion. Putting a “white elephant” on sale seldom 
creates any new demand for it. 


Scatter displays throughout the store. By doing 
this you increase the chances of the customer seeing 
and buying nonsale merchandise at a regular 
markup. 


Use a sales contest. These are often effective 
when they are based on the sale of items that are 
not marked down. This type of staff contest in- 
creases the store’s profit during a markdown sale. 


You can make the sale a failure by stinting on ad- 
vertising and promotion. Because competition is 
keen and because there are many sales, you need an 
all-out-effort to bring in the customers. 


Check with other merchants. Do this before you 
set the sale dates. It is seldom wise to buck a bigger, 
better sale of some other retailer—in or out of the 
shoe business. This cooperation can pay off for you. 


Hire extra help. Rather than risking making 
customers unhappy because of delays in service dur- 
ing rush periods, add some part-time help. An ade- 
quate staff will also cut losses due to shoplifting. The 
customers will not accept the sale as an excuse for 
slow service. 


Tighten credit during a sale. Too often, retailers 
tend to relax credit during a sale. But, remember 
that the margin of profit isn’t large enough on sale 
merchandise to take chances on shaky credit. 


Keep sales well spread apart. Customers are sus- 
picious of stores which hold one sale after another. 
When you hold sales too close together, customers 
also tend to withhold purchases between sales. 
They'll wait for lower prices. 


Stay open longer. An extra hour or two will give 
everyone a chance to shop. Today much shopping is 
being done after work hours and you must take 
advantage of the late hours. 
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When is 
an antelope 
not an antelope? 


If you have sold any antelope 
suede merchandise recently, you 
can bet it wasn’t antelope. Com- 
mercially, genuine antelope is prac- 
tically non-existent. 

The leather made from the skins 
of antelopes is fine, soft, velvety 
in texture and sheen. It is also 
suede finished on the flesh side. Be- 
cause of the nature of this prod- 
uct, it is highly desirable for spe- 
cific uses and it commands high 
prices too. 

Because of the desirable charac- 
teristics of antelope leather, tan- 
ners have produced a more avail- 
able and less expensive substitute. 


The antelope imitation is made 
from lambskin, goatskin or calf- 
skin. And, it can be used for the 
same purposes as genuine antelope. 
The proper name for the imita- 
tion product is antelope finish 
suede, but there are those who 
argue that this name is wrong be- 
cause suede is a finish, not a 
leather. One thing is sure, how- 
ever. The imitation antelope should 
not be called antelope or antelope 
finish. Both of these names would 
be misleading to the consumer. 
The thing to sell the customer 
isn’t the name. It’s the feel and 
the look of a quality suede leather. 
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MANAGEMENT 


United Shoe advances Brown, Brewster 


George R. Brown, president of 
United Shoe Machinery Corp., Bos- 
ton, since 1949, has been named 
chairman of the board, and 
William S. Brewster has been 
elected president 
of the firm. 

Chairman 
Brown, who con- 
tinues as chief 
executive officer, 
was elected by 
the board of di- 
rectors to the 
position vacant 
since Sidney W. 
Winslow, Jr., re- 
tired in March, 
1960. 

3rewster, a director and vice- 
president since 1958, first joined 
United in 1939, and after service 
in the armed forces rejoined the 
corporation’s research division in 
1946. He was transferred to the 
international division in 1949 and 
in 1955 was appointed assistant 
vice-president. He was named to 
the executive committee last year. 


C. GEO. BENNION 


C. George Bennion of Leicester, 
England, has been elected a di- 
rector. He is the managing direc- 
tor of the British United Shoe 
Machinery Co., Ltd., principal 
overseas subsidiary of United. 
Bennion is also a director of other 
United affiliates. 


A. S. BECK 


specifies 


chairmasters 
for seating customers 
seeking shoe comfort 


The board of directors also 
declared the regular quarterly 
dividend of 62%¢ per common 
share, payable Aug. 1 to stock- 
holders of record on July 5. 


WM. S. BREWSTER GEORGE R. BROWN 


PRODUCTION 


Crown expands facilities 
for making shoe foam 


Crown Rubber Co. has increased 
its production facilities for shoe 
foam products through the opening 
of an additional, one-story plant 
just north of Fremont, O. The fac- 
tory provides 62,000 sq. ft. of new 
floor space. 

Production heart of the plant, of- 
ficials say, is the new foam machine 
which provides precision process- 
ing of Crown’s shoe foams on board 
or fabric in widths up to 12 ft. 
They say this machine is the larg- 


est of its type anywhere and only 
one of five such machines in the 
world. Production is rated at over 
11,000 sq. ft. per hour. 

William Flower, sales manager 
of Crown’s industrial and shoe 
products division, says the com- 
pany’s production capacity for 
foam is now almost tripled. 


Fate of Hartnett tannery 


weighed after June blaze 


Fate of the Hartnett Tanning 
Co. remained uncertain after a dis- 
astrous fire destroyed the Ayer, 
Mass., tannery in early June. 

Harnett is an affiliate of Colonial 
Tanning Co., Boston. At Colonial, 
President and Treasurer Kivie 
Kaplan said arrangements had 
been made to increase production 
in the company’s other facilities to 
compensate for the loss of Hart- 
nett’s production. Kaplan empha- 
sized that all of Colonial’s patent 
and split leathers are produced in 
other Colonial tanneries and were 
unaffected by the fire. 

The Colonial executive gave as- 
surance that full production and a 
normal flow of deliveries were be- 
ing resumed almost immediately. 


TRANSACTIONS 
McVey Leather bought 


Silverite Gutterman Co., Boston 
shoe findings manufacturer, has 
purchased the physical assets, good- 
will and trademarks of the D. T. 
McVey Leather Co., also of Boston. 
According to the Silverite firm, 


A. S. Beck and many of the other most success- 
ful shoe retailers have found that a customer 
becomes a contented shoe purchaser when 
seated comfortably. 


Chairmasters has grown with the shoe retailers’ 
appreciation of customer comfort through fine 


seating equipment. Chairmasters is the largest 
manufacturer of chairs designed for successful 
shoe stores. 


Write for free copy of ‘Seating Comfort for Shoe Customers” 





Model 3265A illustrated, luxurious contem- 
porary style, hardwood frame, upholstered 
spring seat, cane back. Available in a vari- 


ety of wood finishes and upholstery coverings. 
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McVey will continue to produce 
toplifts and heels for the factory 
trade and the shoe repair trade. 
Sales will be handled by Silverite 
Gutterman Co. 


NEW LINES 


New Colonial patent has 
depth, undertone of grain 


A new patent leather by Colonial 
Tanning Co. of Boston, called New 
Luxury, is said to have depth and 
brightness and at the same time 
an undertone of leather grain that 
distinguishes it from the “plastic” 
look of many other patents. Of- 
ficials of Colonial say the product 
is the result of five years’ research. 

New Luxury reportedly resists 
cracking and checking to a high 
degree, and extreme temperatures 
are said to have no effect on its 
long life. 

Because of its mellowness, the 
leather is claimed to “wipe in” 
easily, and it conforms accurately 
to the last. Because of its strength, 
Colonia] asserts, it can be lasted 
without taping the toe, it accepts 
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heat extremely well and smooths 
out evenly and completely, and its 
resistance to temperature change 
greatly lessens in-factory prob- 
lems. 


Versatile soling by Avon 


Avon Sole Co., Avon, Mass., is 
marketing a new, versatile soling 
material called Solerno. Although 
it resembles high-grade imported 
gum solings, it is a fairly hard 
sheet stock that reportedly is easily 
handled in the factory. 

Solerno can be cemented by con- 
ventional methods or stitched or 
stcck-fitted. It is particularly suited 
for girls’ flatties with an under- 
neath heel. It is also designed for 
men’s oxfords where the Italian in- 
fluence is style-interpreted. 








Scott’s ! 
HOSE pA VERS: 
HEEL BARS 


provide 


Comfort Women Need!) 


, ber. Write for prices today! 
Scott's 


HEEL BARS 


Another big seller with 


TenniFic.. Order 

Write for a FREE 
Full - Line SCOTT 
Catalog TODAY! 
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Scott's HOSE SAVERS 


Every woman is a prospect for hose savers. They hug 
the heel. Prevent undue strain and wear. Always stovs 
in place. Available in leather, suedette or sponge rub- 


SCOTT 


FOOT APPLIANCE CO. 
1707 WEBSTER ST.-OMAHA, NEBR. 





The new soling material is made 
in sheets of 6, 7, and 9-iron thick- 
ness. 


Football sole modeled 


after professional type 


Essex Rubber Co., Chelsea, Mass., 
has introduced a new football sole, 
the “Football Leaguer.” It is con- 
structed with seven cleats, five on 
the forepart and two on the heel, 
and is intended to simulate college 


The Football Leaguer sole 


and professional football shoe bot- 
toms. 

The entire sole and cleats are 
made of durable molded rubber 
that prevents accidents from cuts, 
gouges and scratches. Each cleat 
is reinforced to withstand quick 
starts, turns and sharp stops. The 
soles are lightweight and are avail- 
able in 9-iron thickness, size 13 
(little gents) through men’s size 11. 


sive ORCHIDS at your 


next promotion 

FRESH FROM HAWAII, 

AS LOW AS 10¢ EACH! 

That’s right. For as 

little as 10¢ each 

you'll receive dewy 

fresh Vanda orchids 

direct from Hawaii 

in time for your 

next sales promotion. 

The perfect way to say 

“Aloha” to the ladies, 

whose sales-deciding powers 

are no secret. Orchids may be individually 
boxed. Write now for complete price list. 


670 S. Lafayette Park PI., S/ e os 
Los Angeles 57, Calif. * DU 8-5106 ™ Lowers oS - ’ Hawaii 








IMPORTANT NOTICE TO SUBSCRIBERS 


Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 
possible moment. 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 
into effect with a minimum of delay. 
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Manufacturers .. . 


BATES SHOE CO., Webster, Mass. 
—Appointed Isidore Pinedo sales rep- 
resentative in the Netherlands An- 
tilles. He has serviced this area for 
many U. S. firms for a number of 
years. 

Appointed Seymour E. Lewis sales 
representative for northern Califor- 
nia. He has been covering all the 
Southwest except California. (Harry 
S. Glassman, who formerly traveled 
all of California, now covers southern 
California.) 

Appointed Burke Silverman sales 
representative to military exchanges. 
He lives in Atlanta. 


ENDICOTT JOHNSON CORP., 
Endicott, N. Y.—Announced retire- 
ment of Everett J. Raitt as sales 
manager of the Empire Specialty 
Footwear division, after 42 years’ 
service with EJ. 


HOUSE OF CROSBY SQUARE, 
Milwaukee—Appointed J. L. (Lewis) 
Williams sales representative for all 
of Texas in addition to his previous 
territory of New Mexico. 


INTERNATIONAL SHOE CO., St. 
Louis—Appointed H. F. (Bert) Slack 
general manager of the Great North- 
ern sales division, succeeding Hugh 
Warren, who resigned. He was for- 
merly vice-president and general 
manager of Winsco, leasing division 
for men’s shoes operated by ISCO. 

Named Frank L. Courtin to suc- 
ceed Slack at Winsco. He was for- 
merly sales coordinator for the Win- 
throp division of ISCO. 

Appointed Kent Davis stylist of 
Great Northern and Hampshire sales 
divisions, replacing Paul Engelhardt, 
who resigned. Davis was formerly 
assistant stylist for Hampshire. 

Appointed M. Robert Shaffer di- 
rector of marketing for all St. Louis 
sales divisions, a new position. He 
was formerly marketing manager 
for men’s and boys’ shoes. 


Announced resignation of Phil H. 


KENT DAVIS 
International Shoe 


H. F. SLACK 
International Shoe 
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Miller as marketing manager, wom- 
en’s shoes. His future plans were not 
disclosed. 

Appointed Gene Minnigerode crea- 
tive director of the advertising de- 
partment, with responsibility for all 
creative advertising for the general 
line divisions, specialty divisions, 
Merchants Service division and retail 
stores. He was formerly advertising 
manager of ISCO’s Merchants Serv- 
ice division. 


Importers .. . 


BRESSON IMPORT CO., Alliance, 
O.—Appointed Vern Spence sales rep- 
resentative on the West Coast and in 
the Northwest for the Civitas line. 
He was formerly with MHeydays 
Shoes, Inc. 

Appointed Roy Smith sales repre- 
sentative in Pennsylvania, West Vir- 
ginia, Virginia, Maryland, Delaware 
and Washington, D. C., for the Civi- 
tas line. He was formerly with Hey- 
days Shoes, Inc. 


LUJANO, INC., New York—Ap- 
pointed Brook Brookhart sales repre- 
sentative for its Italian line of flats 
and mid-heels, covering Oregon, 
Washington, Idaho, Wyoming, Colo- 
rado, Utah and Alaska. He was for- 
merly with Heydays Shoes, Inc. 


Chains... 


A. S. BECK SHOE CORP., New 
York — Appointed Howard Gaber 
merchandiser for the Midwest area, a 
new position. He was formerly 
budget shoe buyer for Gimbels, New 
York, and branches. 


EDISON BROS. STORES, INC., St. 


Louis—Transferred regional manager 
Al Gulinson from Kansas City, Mo., 
to Minneapolis, and regional man- 
ager John M. Murphy from Minne- 
apolis to Kansas City. 

Promoted Don Milano from man- 
ager of a Chandler’s department in 
the J. L. Brandeis store, Omaha, 
Neb., to manager of a new regional 


y 


M. ROBERT SHAFFER 
International Shoe 


BROOK BROOKHART 
Lujano, Inc. 


PERSONNEL 





office in Omaha, supervising stores in 
Omaha, Lincoln, Neb.; Cedar Rapids, 
Iowa, and Davenport, Iowa. 


HILL BROS. SELF-SERVICE 
SHOES, St. Louis— Transferred 
Marvin Sims from manager of a 
Chattanooga, Tenn., store to manager 
of a new unit “~ “''anta, at 842 N. 


Highland Ave. N. E. 


- SCHIFF’S SHOES, Columbus, 0.— 
Promoted Blaine Reinhardt from as- 
sistant manager of a Kokomo, Ind., 
unit to manager of a Huntington, 
Ind., store. 


Department stores ... 


ALMART STORES, division of Al- 
lied Stores Corp., New York—Ap- 
pointed Philip Hollander merchandiser 
of its men’s, women’s and children’s 
shoe operations. He was formerly 
merchandise manager of shoes at 
Alexander’s, New York. 


GEM INTERNATIONAL, INC., 
St. Louis—Appointed James G. Kalal 
general manager for its St. Louis 
group of membership department 
stores. He was formerly marketing 
director for the General Merchandise 
Co., Milwaukee. 


Allied products... 


ESQUIRE SHOE CARE PROD- 
UCTS, New York—Appointed Daniel 
J. Olian general sales manager. He 
was formerly national sales manager 
for Revlon, Inc. 


B. F. GOODRICH CO., Akron, O.— 
Appointed Henry P. Stockbridge di- 
rector of new product planning, a 
new position. He was formerly vice- 
president of Young & Rubicam, Inc., 
New York advertising agency. 


SCOVILL MANUFACTURING 
CO., Waterbury, Conn. — Appointed 
George W. Young vice-president and 
assistant general manager of the clo- 
sure division. He was formerly vice- 
president of the management staff. 


PHILIP HOLLANDER 
Almart Stores 


DANIEL J. OLIAN 
Esquire Products 
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SHOE PEOPLE 





EXTRA-CURRICULAR: Saul 
Schiff, president 
and a director of 
A. S. Beck Shoe 
Corp., New York, 
is serving as 

} chairman of the 
shoe and leather 
division of the 
National Fund 
for Medical Ed- 
ucation. The 
Fund is seeking 

SAUL SCHIFF $10 million each 

year for the country’s 85 accred- 
ited medical schools. 


HEADS PRESCRIPTION 
GROUP: Clyde Edwards, Muncie, 
Ind., retailer, has been elected 
president of the Certified Pre- 
scription Footwear Applicators, 
Inc., a national retail group with 
headquarters in Sherman, Tex. 
Edwards was also instrumental 
in arranging a course in prescrip- 


DEATHS 





HERBERT M. ADLER, 57, pres- 
ident (since 1946) of Adler Shoes 
for Men, Inc., an A. S. Beck sub- 
sidiary which operates more than 
20 stores in the New York metro- 
politan area; June 11, in White 
Plains, N. Y., after a long illness. 
He was a member of the board of 
governors of the National Fa- 
ther’s Day Committee. The Adler 
chain is known for its pioneering 
of “elevator shoes.” 


LOUIS BERMAN, 59, sales rep- 
resentative for David Brown Shoe 
Co., Baltimore wholesalers-dis- 
tributors, covering Baltimore, 
Washington, D. C., and Virginia 
for 36 years; and chairman of the 
Philadelphia Spring-Summer Shoe 
Show; suddenly, June 5, in Char- 
lottesville, Va. 


ABRAHAM GERBER, 55, pres- 
ident and treasurer of Gerber 
Shoe Co., Inc., Lawrence, Mass., 
manufacturer, and founder of the 
company in 1930; May 30, in Bos- 
ton. 
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tion footwear application given 
last month at Ball State Teachers 
College, in Muncie. 
a se e 

AGENCY-BOUND: After five 
years as assistant director of 
Leather Industries of America, 
Frank J. Randol has joined Hicks 
& Griest, Inc., 
New York adver- 
tising agency, 
but his associa- ~ 
tion with leather 
and footwear will 
continue. He will 
be an account 
executive work- 
ing on the Endi- 
cott Johnson 
account. From 
1946 to 1956 Ran- FRANK J. RANDOL 
dol worked for International Shoe 
Co. He was sales manager of the 
Winthrop division and merchan- 
dise manager of the Great North- 
ern and Hampshire divisions. 


JOHN R. LAYCOCK, 80, for- 
mer retail shoe executive and 
later sales manager of Sterling 
Last Corp., Long Island City, 
N. Y., for 21 years; June 1, in 
Garden City, L. I. He was a for- 
mer president of the National 
Shoe Retailers Assn. 


LUDWIG KAHN, 61, veteran 
buyer of children’s shoes at Kauf- 
mann’s department store, Pitts- 
burgh, and a member of the 
Greater Pittsburgh Shoe Retail- 
ers Assn.; June 4, in Pittsburgh. 


LAWRENCE LEWIS, 64, vice- 
president of L. Bloom and Sons, 
pioneer San Jose, Calif., shoe re- 
tail firm; June 10, in San Jose, 
after a short illness. He formerly 
represented Sobel, Bernstein & 
Greene Co. for many years. 


ABRAHAM SCHLECHTER, 57, 
owner-manager of the Cinderella 
Cancellation Shoe Store, Lancas- 
ter, Pa.; May 29, in Lancaster. 


STERLING F. FORD, traveling 
representative in the Southwest 
for Brown Shoe Co. for 25 years 
prior to his retirement; June 4, in 


STORK STUFF: Sherwin Hen- 
enfeld, assistant merchandise 
manager of shoes for Goldblatt 
Bros., Inc., Chicago department 
store firm, and his wife are the 
parents of a girl, Leslye Mara, born 
May 25. 

o e 

TWENTY-FIVE-YEAR MAN: 
Jack Domash, vice-president in 
charge of store operations for 
A. S. Beck Shoe Corp., New York, 
celebrated his 25th anniversary 
with the firm at a dinner tendered 
in his honor by fellow officers. 


SEMINAR SPEAKER: Irving 
J. Bottner, president of Esquire 
Shoe Care Products, spoke at a 
“seminar weekend” of the Mar- 
keting Executives Club of New 
York, held at Pocono Manor, Pa. 
He discussed the merchandising 
of Esquire’s Touch of Magic 
polish. 


San Antonio, Tex. He was a 25- 
year member of Southwestern 
Shoe Travelers Assn. 


JAMES Y. PLAYER, a retired 
traveler for Edwards Shoes, Inc., 
Philadelphia, and a member of 
Southwestern Shoe Travelers 
Assn. for 41 years; June 6, in San 
Antonio, Tex. 


JOHN KALT, 60, assistant 
sales accounting manager for In- 
ternational Shoe Co., St. Louis, 
and a veteran of 37 years with 
ISCO; May 28, in St. Louis, of a 
heart attack. 


CARL P. SICKLER, 67, one of 
3uffalo’s best known men’s shoe 
retailers and a member of the Na- 
tional Shoe Retailers Assn.; May 
31, at the store which he had op- 
erated for more than 23 years. 


JOSEPH H. GROSSMAN, 95, 
operator of a retail shoe chain in 
Cleveland from 1907 until his re- 
tirement in 1936 and, earlier, 
owner of the Blocke Shoe Manu- 
facturing Co., Buffalo, for 25 
years; May 25, in Cleveland. 
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Footwear Distributors meet in New Orleans to study operations of member firm 





Representatives of the Association of Footwear Distributors, com- 
posed of leading firms from coast to coast, as they met recently 
in New Orleans to inspect operations of B. Rosenberg & Sons, one 
of the nation's oldest wholesale shoe operations. Standing, left to 
right: A. C. Rosenberg, B. Rosenberg & Sons; Gordon Stuart 
and George King, both of King Bros. Shoe Co., Bristol, Tenn.; 
Robert Gamm, Modern Shoe Co., St. Louis; N. E. Withington, 


Dunham's, Brattleboro, Vt.; Arthur Ries, D. Myers & Sons, Balti- 
more; Russell Hurd, Hurd Shoe Co., Utica, N.Y.; Dan Angelle, B. 
Rosenberg & Sons. Front row, from left: Sam Sale, Solnit Shoe Co., 
Los Angeles; N. B. Rosenberg, B. Rosenberg & Sons; Herbert Lynch, 
Northwest Footwear, Minneapolis; George D. Mason, Dunham's, 
and Henry Briggs, B. Rosenberg & Sons. The group also conducted 
a business meeting. 











6400 LINE 
Suggested Retail $4.95 


NEW! 6200 LINE 


Suggested Retail $5.95 


Available In A Variety of Colors 


© TOP GRADE GLUV-ELK ¢ FRENCH CORD BINDING 
e LITTLEWAY STITCHED ¢ CEMENTED HEELS 
¢ MEDIUM WIDE SIZES 41010 © STEEL SHANK 


Send For Our New Catalog 


» YOU CAN DEPEND ON GS ATHLETIC FOOTWEAR 


GOTHAM SHOE MFG. Co., Inc. Binghamton, N. Y. 
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Don’t get caught in the 


Style-conscious customers are trapped in needle toes. 


Dealers get trapped by complaining customers who suf- 
fer with every step in shoes that lack comfort design. 


Sell the needle toes but keep your prestige high by sug- 
gesting pamper-soft Musebeck Kush-N-Arch pumps. 
Here’s a comfort shoe that day after day after day tells 
your customers you’re an expert in both fit and fashion. 





You'll make a friend... 
keep a friend .. . for years. 


Sizes AAAA 
to D Widths 


TMusebeck 


KUSH-N-ARCH 
casuals 


This is a brand NEW line. sl 
Dealerships open. Write iia a it 


MUSEBECK SHOE co., Forest at Westover, Oconomowoc, Wis. 
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NEW PRODUCTS 





New stitchdown board 

Developed specifically for use in 
stitchdowns but adaptable to Lit- 
tleways and cements, Bon-Stitch 
is a new single-ply stitchdown 
board which is said to hold stitches 
better than traditional materials 
and has many unique working ad- 
vantages. Made in single ply, the 
board will not delaminate, has high 
internal and over-all strength as- 
sured by Neoprene impregnated 
and bonded quality leather fibers 
and virgin nylon fibers. 

Bon-Stitch helps maintain better 
last lines through cross-wise rigid- 
ity yet provides heel-to-toe flexi- 
bility needed in finished shoe. May 
be rounded or die-cut with a very 
clean edge and edge stains per- 
fectly. Can be used on existing 
shoe machines. SOURCE: Bonded 
Fibers, Inc., Buena Vista, Va., 
subsidiary of Georgia-Bonded Fi- 
bers, Newark, N. J. 


Small quantity bags 

This new service offers dealers 
imprinted bags in small quantity 
orders, thus cutting down on inven- 
tory and releasing needed storage 
space. All types of bags available 
in orders as small as a thousand of 
one size with a total order of 3000. 
Notion and millinery bags available 
in white or brown kraft as well as 
deluxe linentones in blue and yel- 
low. SOURCE: Inter-American 
Products, Chicago 10, Ill. 


Neolite vinyl sole 


A blend of Neolite and Vinyl 
produced by a special compounding 
technique, this new combination 
sole has outstanding wear qualities 
especially sought by makers of top 
grade men’s, young men’s and boys’ 
shoes. Lightweight and flexible 
with high resistance to curling and 
spreading, it may be stitched or 
cement-bonded for all types of shoe 
constructions. Soles molded with 
over-all chevron type design and 
non-marking edges. SOURCE: The 
Goodyear Tire and Rubber Co. 
Akron, O. 
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Bartack machine 


New 3335-Hj16 Pfaff Bartack 
Machine with 2-speed motor is or- 
ganized with 72-stitch cam for at- 
taching saddle to loafers. Can pro- 
duce a wide range of stitch pat- 
terns and tacks up to 2 in. x 1 3/16 
in. are attainable. Two-speed motor 
permits accurate thread control at 
beginning of the seam, an increased 
speed during pattern stitching and 
reduction of speed at the end of 
tack. SOURCE: Willcox & Gibbs, 
New York, N.Y. 


White polish applicator 


New KIWI Shoe White Jiffy Ap- 
plicator provides quick, clean and 
efficient method of applying shoe 


white to shoes. Attractive new 3 
oz. size package contains built-in 
Jiffy Applicator which consists of 
square of mohair cloth affixed 
permanently to end of small plastic 
rod attached to the cap, which is 
packed right in the bottle. Elim- 
inates use of separate cloth applica- 
tor. Priced to retail at 33 cents. 
SOURCE: The Kiwi Polish Co., 
Pty. Ltd., Pottstown, Pa. 


Upper trimming knife 
United new Power Toe Lasting 
Machine-Model B is versatile, easy 
to operate and recommended for 
making extreme needle toe shoes. 


Incorporates an air-operated teflon 
toe band to perform up-wipe and 
forming operations. Self-conform- 
ing teflon band is shaped to the 
last, forms materials to last con- 
tour, wipes out wrinkles and pleats 
in the upper and safety lasts most 
delicate stock. 

Now available for both new and 
outstanding machines is an upper 
stock trimming knife located be- 
tween the wipers in place of the 
toe tip wiper. Knife trims off excess 
lasting margin during final over- 
wipe, which reduces drag of upper 
stock over the toe area and practi- 
cally eliminates damage to the 
upper by point of the last. Hand 
snipping of the upper before toe 
lasting is also eliminated, and shoe 
bottom is better prepared for sand- 
ing and roughing. Initially for 
women’s work, machine is now used 
in all flat-lasted shoes. 

Auxiliary Thermoplastic Ad- 
hesive Applier employs Be Be Rod 
Thermoplastic cement, is fast, easy 
method of permanent cementing. 
Assures flatter shoe bottoms and 
sharper feather-lines, especially 
where toe lasting machine is equip- 
ped with heated wipers. Fittings 
also available to convert Model A 
Power Toe Laster to Model B ma- 
chine in shoe factories. SOURCE: 
United Shoe Machinery Corp., Bos- 
ton. 


Fleece-backed splits 

Boots, slippers and so-called “‘re- 
laxing” shoes are suggested as in- 
triguing possibilities for this well- 
known line of “Colidoe” splits now 
available with “fleece” backing. 
The manufacturer says the soft- 
ness and warmth of this leather- 
fleece combination open up all 
kinds of possibilities in making 
new novelty footwear. 

A complete line of ‘“Colidoe” 
colors is offered and the new 
“fleece” comes in white, beige, gray 
or red. If desired, splits may be 
finished with “Scotchgard,” an ad- 
ditional merchandising attraction. 
SOURCE: Colonial Tanning Co., 
Boston, Mass. 
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Where to Buy 





JOBS 


JOBS 





Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 








Urethane foam 


This new urethane foam special- 
ly formulated for shoe industry 
combines the firmness of sponge 
rubber with lightweight qualities 
of urethane. Foam is called XX- 
Hi-D, is an advance beyond com- 
pany’s Hi-D formulation introduced 
previously and already in use 
throughout shoe industry. 
SOURCE: General Foam Corp., 
Hazleton, Pa. 


Flexible box toes 


Greater flexibility and thinner 
gauge are provided in these im- 
proved heat activated “L.O.” series 
firm box toes which help maintain 
the subtle fashion lines of the ex- 
treme needle last without weaken- 
ing the toe. Manufacturer reports 
the series is ideal for women’s, 
growing girls’ and childrens’ styles 
which require this type of toe. 
Available in rolls, sheets or cut 
and skived to customer specifica- 
tions. SOURCE: Bixby Box Toe 
Co., Haverhill, Mass. 


Shoe finishes 

A new hot melt edge machine 
wax recently developed in conjunc- 
tion with a new edging machine 
provides excellent coverage and fill, 
is fast and economical to use. Shoes 
may be handled only once during 
application and finishing of edges 
and heels. Recommended for use on 
welts, stitchdown and other ex- 
tended edge type shoes. 

Other finishes now offered in- 
clude a new “C” line of calf sprays 
for women’s leather shoes. It fea- 
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Cedar Heights Rd. 





BOX HANDLERS 


CONG ARM* 
Thee etna om Rasen 
OM BAER 1A 





WHEN THEY 

Pick 
You : 
Up = 


at the bottom of the lad- | seal 
der you will wish you had ape 
used a Long Arm to reach the shoes on the high 
shelf. Long Arms are quicker, easier, safer. With 
24”, 36”, 48”, 60” handles, $3.95; with 72” handles, 
$4.95. Postpaid in the USA. Specify handle length 
desired and if for men’s or women’s boxes. Your 


jobber or 
CARL BEEMAN 
Stamford, Conn. 
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tures a soft calf-like feel and ex- 
ceptional fill that gives a plump | 


look for shoes. Fast drying and 
non-marking. 

Complete finish set-ups are now 
available for scuff-resistant leath- 
ers. Recommended for use in trial 
runs of new type leathers. Also 
available is a patented anti-static 
suede spray that repels dust and 
lint; an improved men’s emulsion 
finish set-up which features calf- 
like dry feel, natural appearance 
and exceptional flexibility; and re- 
pairs and finish set-ups for all types 
and combinations of patent leath- 
ers, including urethane, vinyl and 
japan. SOURCE: Paule Chemical 
Corp., Charlestown, Mass. 


Heel seat beating machine 


This Italian-made automatic heel 
seat beating machine (VB-1) as- 
sures snug fit and perfect back con- 
tour on the finished shoe. The heel 
beating action works well on any 
type shoe and leather. 





JOBS 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’$2 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Louis 3, Missouri 





For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 


Largest Stocks Ail Price Ranges 
CE 1-6747 


be SFautinene 


Lowest Prices 
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One operator using one unit can 
produce 400-500 pairs daily, but 
several machines, working auto- 
matically, can reach output of 1500 
pairs daily with a single operator. 
Machine works by compressed air. 
SOURCE: Ghini Shoe Machinery 
Corp., New York, N. Y. 





WORTH WRITING FOR 





Branch stores 


The branch store—a whole new 
system of merchandising—has en- 
joyed its most significant growth 
during the past ten years. This 
development has taken place with- 
out much formal guidance, for lit- 
tle factual data has been available 
on branch stores. This study is 
based on a comprehensive survey 
in 1961 of 70 successful retail or- 
ganizations. It gives answers to 
such questions as: How are 
branches financed? What type of 
branch is preferred? What depart- 
ments and price lines are the most 
productive? How are branch store 
executives and personnel selected? 
Detailed information is provided on 
many other topics. The author is 
J. Gordon Dakins, executive vice 
president of NRMA, who wrote 
“The Future of the Independent 
Store” and “The Retail Credit 
Manual.” The Facts about Branch 
Stores. National Retail Merchants 
Assn., 100 W. 31st St., New York 
1, N. Y. Members, $4. Non-mem- 
bers, $8. 


Shoemaking processes 


A booklet describing how mod- 
ern shoes are made is available 
from the International Shoe Co. In 
addition to an interesting descrip- 
tion of shoemaking processes, it 
gives suggestions on shoe care, fit- 
ting and care of the feet. It is 
available for school and civic groups 
in nominal quantities without 
charge. Single copies to retailers 
free. The Shoes You Wear. Inter- 
national Shoe Co., 1509 Washing- 
ton Ave., St. Louis 66, Mo. 


Marking and labeling 


The importance of legible, com- 
plete and low cost marking, identi- 
fying or decorating of products, 
packages, and labels is the subject 
of a new six-page brochure. It 
points out that attracting a pros- 
pect’s eye doesn’t necessarily mean 
the sale of a product; buyers of- 
ten have to know what the product 
is, who made it, what it is used 
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for, how to install and maintain it, 
and other vital information. This 
data must sometimes be printed 
directly on the product as well as 
on its package. Helping Your 
Product Speak for Itself! Markem 
Machine Co., 178 Congress St., 
Keene, N. H. Free. 


Using weather services 


The Chief of the U. S. Weather 
Bureau tells ways in which small 
business firms can use weather in- 
formation. He gives suggestions 
on how to include meteorological 
data in making plans for increased 
sales and profits. Reference is made 
to selected weather reports for an- 
ticipating local weather. Using 
Weather Services in Your Business. 
Small Business Administration, 
Washington 25, D. C. Free. 


Business pitfalls 


W. H. Kuehn, Director of Edu- 
cation, Dun & Bradstreet, has 
written an outline of the major 
pitfalls of managing a small busi- 
ness with suggestions of ways of 
avoiding them. Pitfalls in Manag- 
ing a Small Business. 20 pp. Dun 
& Bradstreet., Inc., P. O. Box 803, 
Church St. Station, New York 8, 
N. Y. $1. 


Personnel relations 


A humorously illustrated pamph- 
let is available listing some key 
points in personnel relations and 
describing some of the positive 
actions a supervisor can take to 
improve these relations. Common 
Sense about Supervising People, 
Key Points in Personnel Relations 
(60H). Supt. of Documents, U. S. 
Govt. Printing Office, Washington 
25, D. C., 15¢. 


Wetting agents 

A comprenehive line of wetting 
agents for diversified industrial 
uses is described in a new booklet 
published by the Nopco Chemical 
Co. 

The brochure suggests dozens of 
applications for wetting agents in 


the field of leather, textiles, pro- 
tective coatings and a variety of 
specialized uses. It also contains 
accurate Draves wetting times of 
the various Nopco wetting agents 
listed, with additional data on 
chemical and physical properties 
and general recommendations for 
use. Nopco Wetting Agents. Ad- 
vertising Dept., Nopco Chemical 
Co., 60 Park Place, Newark, N. J. 
Free. 


Store ownership 


The January 1961 issue of The 
Small Business Reporter published 
by the Bank of America discusses 
the pros and cons of going into 
business for yourself. Subjects dis- 
cussed include: the type of indi- 
vidual most likely to succeed in his 
own business, the advantages and 
disadvantages of owning your own 
business and the factors most im- 
portant in successful retail store 
ownership. Retail Store Ownership, 
The Small Business Reporter, Janu- 
ary 1961, Bank of America, San 
Francisco, Calif. Free. 


Government statistics 


The U. S. Government is by far 
the largest publisher of statistical 
data in the country. This is a guide 
intended to bring order to this vo- 
luminus output and to make avail- 
able to those interested a compact 
yet comprehensive reference tool. 
The Guide covers 2000 items ar- 
ranged by Departments and Agen- 
cies. It makes possible quick loca- 
tion of statistical sources by 
subject. There is a detailed subject 
index. Guide to U. S. Government 
Statistics. 402 pp. Documents In- 
dex, Box 453, Arlington 10, Va. 
$15. 


Small business 

A collection of true stories from 
the files of Dun & Bradstreet re- 
porters and correspondents all over 
the country from which the small 
businessman can profit. Getting 
Ahead in Small Business. 32 pp. 
Dun & Bradstreet, Inc., P. O. Box 
803, Church St. Station, New York 
8, N. Y. $1. 
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Will casual demand boost summer totals? 


Boston customers seek 
casuals in a myriad of fab- 
rics and colors. Whites sell 
better than expected. 


BOSTON 


Accelerating shoe sales in Boston 
during early June ran out of 
steam and business became some- 
what becalmed in the latter half 
of the month. In general, retail 
business could be summed up as 
S0-SO. 

What’s selling in Boston for 
summer wear? Middle-aged women 
are buying open -toed, wedge - heel 
types for daytime, casual walking 
and shopping. Preferred colors are 
white and bone. Younger women 
are sold on sandals and reports 
indicate that various types and 
styles are all selling well. 

Sneakers, sneaker-type slipons, 
straw flatties or with low heels 
and shoes in a myriad of upper 
fabric materials and colors are 
satisfying a strong casual demand 
by women. This strengthens one 
retailer’s claim that this summer 
selling season will be big for 
casuals. 

Whites have started selling “bet- 
ter than expected” and evening 
dyeables are “good,” according to 
reports. 

In women’s fashion shops, square 
toes are being displayed. Boston 
retailers tend to be feeling the new 
shape out. They are not ordering 
them heavily, but are testing con- 
sumer reaction so as not to be 
left out if the square trend clicks. 

For summer casual wear, men 
are buying sneakers and boat shoes; 
straw slipons; soft leather, cushion- 
lined, moccasin types, and colored 
fabric shoes with bouncy rubber 
soles. 

A style-leading men’s dealer 
reported that his jute slipon has 
been a terrific seller and his prob- 
lem has been keeping them in 
stock. Another hot item, he claimed, 
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has been a black and white dress 
slipon with a wing tip. 

The style-conscious man has been 
buying two-tones, meshes and per- 
forated summer types. But, the 
majority are retaining their light- 
weight spring shoes for summer 
wear. They are buying, rather, 
smooth black and the darker brown 
slipons and three-eyelet moccasin 


types. 


Chicago: Suburban area 
stores outsell city units 


Selling is brisk here in women’s 
tailored stacked-heel shoes. One 
shoe dealer attributed this to the 
influence of Jackie Kennedy. He 
says: 

“Look what the president’s wife 
did to bring back the pillbox hat. 
With her photos now showing her 
in stacked-heel walking shoes, it is 
just possible she could also extend 
her style leadership to shoes.” 

Outlying shoe stores are showing 
more gains than those downtown. 
Several State Street stores report 
they are even, or a little ahead of 
last year; but their managers com- 
plain that frequent specials are the 
factor that bring up their quotas. 

Although no widespread demand 
is occurring for the squared-toe 
styles, a mild customer interest is 
beginning to crop up. Dealers are 
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placing several pairs in their front 
windows in recognition of this. 
There is also some action in spec- 
tators. A popular style at Carson’s 
is one in white and tan, with 
stacked-heel and wing tip. White 
is receiving an encouraging recep- 
tion. Toe demands are veering to 
oval, while heel preferences are for 
the 17/8 and 18/8 styles. 

In casuals, straw or glove leath- 
er in honey tan are the favorites. 
There is more demand for scooped- 
out wedge heels than for full-wedge 
styles. Ripple soles for women con- 
tinue big, with some dealers hav- 
ing placed them on reorder lists. 


Houston: Square toes 
stir interest and sales 


Something old, something new. 

Clearance sales, Father’s Day 

. and square toes. 

Houston, a city that never takes 
a backseat when it comes to fash- 
ion, is again front row center for 
the square-toe picture. 

First square-toe shoes are in, 
ads have run and the amount of 
emphasis being placed on square 
toes varies with leading retailers. 

From the first square-toe styles 
in and on display at Krupp & 
Tuffly’s to an all-out selection of 
styles at Neiman Marcus, reaction 
and interest bears watching. 

There is definite square-toe in- 
terest. And, early sales and reac- 
tions have been good. 

What’s selling? Clearance sales 
are on, but, in general, fashion 
dress shoe business has been off. 
In the moderate price departments, 
the 14/8 stacked heel is selling, 
as are colored corduroy tennis 
shoes and canvas shoes for both 
women and teens. 

For fashion customers, there is 
a calf pump with standup mink 
buckle which sells for $45 at 
Neiman Marcus. For the middle- 
aged customer, there is a brown 
lustre sling with vinyl] inserts at 
Krupp & Tuffly’s. 





St. Louis: Whites may be 
sticky at season’s end 


Widespread June clearances cov- 
ered ground in getting women’s 
dress shoe stocks down. Women’s 
inventories, however, are still high. 
Women’s whites took off slowly 
when warm weather finally hit St. 
Louis. Stocks of them may prove 
to be stickiest in the season’s final 
tabs. 

In suburban family-type outlets, 
regular semi-annual clearances are 
just now getting underway. In gen- 
eral, only a few children’s pairs 
will require price-cutting, principal- 
ly little girls’ novelty types. Ital- 
ian-made women’s sandals cut into 
sales of American-made sandals 
noticeably this year, dealers say. 
Closed casuals lost ground to open 
styles. Except for straw flats, 
women’s closed casuals predominate 
family store clearance tables. 

High-fashion women’s depart- 
ments are beginning to display 
transitional pumps. Black peau de 
soie is noted widely. Black linen 
pumps using bright-colored vamp 
embroidery were promoted in late 
June. Department store buyers say 
that the Jackie Kennedy influence 
in ready-to-wear may prove a boon 
to colored footwear and to de- 
signed, patterned and _ printed 
shoes. With the First Lady con- 
centrating on simply-cut, solid 
color, easy-line apparel, women can 
buy embroidered or printed shoes 
confidently, without fear of apparel 
clash. 

Square toes continue to crop up 
on all heel heights. Although sales 
of them are erratic to date, women 
are handling display pairs steadily. 
This early evidence of interest is 
pointed to by several shoe buyers 
as signposts to good reception 
later. Reigning dealer query: Did 
we buy a sufficient number of 
square-toe patterns? 


New York: Retailers 
still sell black patents 


Aided by the continuous warm 
weather lately, New York shoe re- 
tailers have broken out of their 
sales doldrums. They are now en- 
joying good volume. 

In all price lines, the biggest, sin- 
gle contributor to sales continues 
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to be the black patent pump. There 
is some demand for whites—much 
less than last year, but this demand 
seems to be predominantly in shoes 
selling between $1 and $10. 

In stores with a price per pair 
of $30, whites are a less popular 
item. In these stores, merchants 
report that a woman who can af- 
ford a shoe at this price would 
rather purchase a black patent 
which she feels she can wear for 12 
months rather than a white which 
she will wear only during the warm 
weather months. The black patent 
pump, especially those stvles 
with silhouette interest, continue 
to be the mainstay of sales. An- 
other good number at the higher- 
price level includes a spectator with 
a stacked heel in 14/8, 16/8 and 
18/8 heights in combinations of 
brown and white and black and 
white. At this price level, square 
toes and coffee cream colors are do- 
ing well. The demand for bone this 
season is called “Disappointing!” 

In the lower-priced shoe stores, 
whites and blacks are the biggest 
seller. Solid colors are also going 
well. Retailers in this category con- 
tinue to rely on the pointed shoe, 
but may look to the square toe this 
fall. 


Washingicn: Business 
picks up in men’s outlets 


Men’s summer shoes have sold 
unexpectedly well in recent weeks 
in the Washington area. As one re- 
tailer put it, “We should wind up 
with much fewer summer shoes 
than we expected.” 

Summer business got off to a 
very late start, but has been good. 
One leading retailer reports a com- 
plete sellout of an imported all- 
woven men’s shoe at $32.50. This 
same retailer reports very good 
sales of an all-over embossed per- 
forated shoe at $18. Nylon mesh 
and black/white and brown/white 
combinations have also moved well. 

Women’s business has _ also 
picked up, with the greatest activ- 
ity in casuals. Italian flats continue 
to move well, and thongs are finally 
in the picture. The majority of re- 
tailers are selling imported thongs, 
with tan calf the outstanding sell- 
er. Popular price range is from 
$4 to $7. In dress shoes, there are 
still some sales of patents. Plain 


white and white spectators have 
been moving more strongly recent- 
ly. Activity in square-toed pumps 
is negligible although retailers ex- 
pect to carry a sampling in fall 
assortments. 


Atlanta: Retailers say 
dyeable demand grows 


The business of tinting fabric 
lines seems to be on the increase 
in the South. Throughout Georgia 
and Florida numerous stores report 
interest being shown by customers 
in having the summer lines of 
fabrics tinted to suit their color 
fancy, usually to match a dress or 
some part of the wearing apparel. 

The coloring process has been 
used as a clincher for closing sales 
on some of the fabric pumps and 
embroidered lines. 

To push this type of business 
numerous stores have placed cards 
in the windows telling customers 
the service is available. 

Meanwhile, as summer reaches 
the vacation stage whites have 
finally overtaken bones, which were 
a very strong contender through 
late spring and early summer. 
Black patents are running a sec- 
ond, with the bones now in third 
spot. Some web fabrics have been 
selling fairly good, but not nearly 
so well as the fabrics. 


Miami: Whites still 
hold top sales honors 


White is still strong in shoe sales 
in both leathers and lustres and 
both at Miami Beach and in Miami. 
Bone seems to be dropping off. 

Peau de soie is creating summer 
interest both in plain and pattern 
pumps which have little inserts of 
lace or net, etc. Pumps are the pop- 
ular styles everywhere. Dyeables 
in cotton and rough fabrics have 
the edge on silks. Pastels have 
dropped off considerably. 

One large downtown department 
store still reports quite a bit of in- 
terest in black patents, but, here 
too, whites are better. There seems 
to be a decided interest in reds 
and light blues and many of the 
buyers admit they failed to an- 
ticipate this demand and are un- 
able to fulfill it. 
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Orders increase, producers are optimistic 


Pennsylvania manufactur- 
ers say their orders reflect 
continued popularity of the 
single needle toe for fall. 


EPHRATA, PA. 


Local manufacturers say _busi- 
ness is good. In the children’s shoe 
line, manufacturers feel that orders 
are at about the same level or 
slightly ahead of last year at this 
time. Companies are working full 
and overtime. Styles are more or 
less staple and black is the strong- 
est color; tan is second and white 
follows. Most popular leathers are 
smooth finish and grain, with the 
newer buffalo calf on the uptrend. 

On the manufacturing of women’s 
popular-price sport and casual 
shoes, producers feel that retailers 
are not stock buying and, in some 
cases, orders are slower than last 
year. However, companies are 
working full time with limited 
overtime. The single needle toe 
is still popular and the square toe 
is generally good. In some cases 
the square toe is still in the sample 
stage. New will be the crescent 
last and a square-toed shoe flat- 
tened across the forepart. 

Black is the color forerunner, 
with bone and white still being 
ordered for summer. Leathers are 
both smooth and plush. The 9/8 
spectro, the cowboy and cuban 
stacked heels lead in popularity for 
casual shoes. Also important is the 
log roller shoe with a 12/8 wedge 
heel. 

The plush pig sport shoe is be- 
coming very important and orders 
have been on the uptrend for the 
past 3 years. 


St. Louis: Makers feel 
optimistic about fall 61 


Plants of St. Louis shoe manu- 
facturers are operating at full 
work weeks at present, filling fall 
orders for delivery from July 4 on. 

A general feeling of optimism 
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prevails. Firm spokesmen indicate 
that much of their uneasiness of 
the past several months is giving 
way to the opinion that fall at re- 
tail will be excellent. They base 
their forecasts on these signposts: 

® The shoes that people did not 
buy last spring will not give people 
“something to start with” next 
fall; 

© Prolonged bad weather should 
not be “that bad that long” for 
many months; 

© Women’s patterning looks 
three ways—point, square, crescent 
—for renewed consumer interest in 
style directions; 

© Jackie Kennedy will “sell” fall 
apparel and shoes—a buying influ- 
ence not in effect for fall of 1960; 

® Retail clearances are going 
well across the nation and are im- 
proving dealers’ open-to-buy posi- 
tion. 


Milwaukee: Orders 
reflect business upturn 


Business continued to display 
firming tendencies in the past 
month. Stepped-up retail activity 
during May and June across the 
nation reflected itself in the 
healthy pace of instock ordering 
from men’s and children’s shoe 
dealers. May factory orders in 
some instances were reported 10-20 
per cent ahead of the previous 
year. With the peak months yet 
to come, plant executives feel con- 
fident this year can end on a very 
gratifying note. 

Guantone stitching plus the low 
silhouette is credited with a big 
share of the boost in men’s and 
teenage shoe volume.  Lighter- 
weight shoes continue to account 
for a mounting share of produc- 
tion. 

Men’s sport shoe volume again 
failed to measure up to spring and 
summer expectations. Ventilated 
shoes and nylon shoes continued 
their downtrend. 

Children’s back - to - school ship- 


ments are sizeable. Plants here 
report what may rate among the 
biggest children’s shoe seasons on 
record is shaping up. Heavy order- 
ing is noted for girls’ sport styles 
in black, tan, brown and green. 


Boston: Production 
continues to be erratic 


New England shoe manufactur- 
ers are erratically meeting last 
year’s figures for this production 
period. Reorders and fall makeup 
orders are, for the most part, be- 
ing placed inconsistently. As a re- 
sult, manufacturers are living on 
an almost day-to-day basis which 
causes varying reports from pro- 
ducers as to how business is at a 
certain time. 

Tanners report leather buying 
remains spasmodic, although prices 
have been continuing fairly steady. 

Women’s orders placed for fall, 
though still showing hesitancy and 
style uncertainty, reflect quite 
closely the expected and predicted 
fall outlook. For dress, smooth 
black pumps in double and two and 
a half needle toes with medium 
heels are the popular item. Indica- 
tions of brown colors becoming 
good volume sellers are prevalent. 

Orders for squares and ovals, to 
meet the fluctuating 15-20 per cent 
volume predicted for them, will be 
last minute orders, some manufac- 
turers say. Otherwise, the predic- 
tion will be high. 

A New England heel manufac- 
turer has reported a sharply in- 
creased demand for the stacked 
look, even on extreme high fashion 
heels. On lower heels, the trend, 
he added, is toward a wider variety 
of square tops, pyramids, conti- 
nentals and novelty shapes. 

The men’s picture for fall shows 
that smooth black followed closely 
by the darker browns are getting 
the buyers nod. Medium-weight 
shoes, producers believe, will get a 
substantial fall run if orders to 
date showing this trend continue. 
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SALESMEN ON THE ROAD ———_\ by viviAN ANDERSON 


Here’s a star salesman 


“A terrific salesman who helps 
make the styles” is the descrip- 
tion Bill Podos, president of Guild 
Moccasin Corp., gives to Nat J. 
Glassberg, Beverly Hills, Calif., 
who represents Guild in Texas, 
Arizona and New Mexico. “He 
not only sells our 
lines, but helps 
create our lines,” 

Podos added. 

Glassberg, a na- 
tive New Yorker, 
came by his love 
for shoes natu- 
rally. His father, 
the late Jacob 
Glassberg, will be 
remembered for 
his Manhattan NAT GLASSBERG 
store, Glassberg’s Short Vamp 
Shoes, opened in 1902. Nat, who 
still likes the manufacturing end of 
the business, was trained first in 
every department in the Cornell 
Shoe Co., Brooklyn, under the late 
George B. Rosenfeld. After 3% 
years’ work here, he went into 
his family’s retail business. This 
was followed by 10 years in the 
French Bootery, New York City. 

For health reasons, Glassberg 
moved to Arizona with a bags 
and belt line. On a trip to Califor- 
nia in 1946, he met the Podos 
brothers, then making sandals. He 
helped them develop and design 
the moccasin line which today is 
known throughout the world. 

“Selling on the road offers a 
constant challenge and a variety 
in living,” Glassberg says. “A good 
salesman has to like people. Of 
course, today selling takes longer 
than years ago, for there are so 
many more units in every city.” 

This star salesman, who has 
made moccasins his avocation as 
well as his vocation, lives with 
his wife at 314 N. Almont Dr., 
Beverly Hills. Their twin daughters 
are married, one living in Califor- 
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nia and one in New York. Each 
has two children. If Nat Glassberg 
has any other hobby except moc- 
casins, we surmise it may be the 
four grandchildren! 


Limitation is challenged 


In a letter sent to the chairman 
of the House Ways and Means 
Committee, Marvin Leffler, presi- 
dent of the National Council of 
Salesmen’s Organizations, Inc., 
has charged that the proposed $30 
limitation on food and lodging ex- 
penses incurred during away- 
from-home business trips would, 
in effect, tax commissioned sales- 
men at a rate in excess of that 
charged others. 

He pointed out that the com- 
missioned salesman works for one 
or more manufacturers and re- 
ceives no expense allowance. The 
money he spends is his own money. 
If he cannot sustain himself on 
$30 a day, his expenses should re- 
main deductible so long as they 
are substantiated. 

“The innocent should not be 
injured simply because the Intern- 
al Revenue Department seems to 
be lacking an effective way of 
curbing unwarranted excesses,” he 


said. - 


Dr. David J. Schwartz, the as- 
sistant executive director of the 
bureau, appeared in person before 
the House committee as a repre- 
sentative of more than 40,000 sales- 
men in the shoe and apparel fields. 
In a scholarly address he said, 
“Our members are the smallest 
of the small business men of to- 
day, 98 per cent working on what 
is called a straight-commission 
basis.” 

In part, he added, “Whatever 
our members spend for hotel 
rooms, meals and entertainment 
of buyers leaves just that much 
less of their income available for 
spending on personal and family 
needs. ... A successful salesman 


must rely on more than the ap- 
peal of his product. His ability 
to produce is also dependent upon 
his personal skill, personality, ap- 
pearance, availability and atti- 
wie. 5.2". 

“In order to appear successful, 
he must maintain a_ successful 
‘front’. To be a ‘first-class’ sales- 
man, he must go ‘first class’. He 
must stay at better hotels and be 
seen at good restaurants. To the 
professional commercial salesman, 
these are not luxuries; they are 
tools of his trade.” 


New offices for Midwest 


Members of Midwest Shoe Trav- 
elers’ Assn., Inc., can now drop into 
their association offices without 
making the effort of traveling to 
the Chicago loop and finding park- 
ing space. The association’s new 
address is 5249 W. Diversey Ave., 
Chicago 39. 


Showroom awards 


So much favorable comment was 
heard on children’s shoe displays 
at the fall showing of Ohio Shoe 
Travelers Club in Columbus, O., 
that hope has been expressed by 
the officers that an award also will 
be given at the spring show for 
the best-exhibited children’s lines. 
Cash prizes of $25 each went to 
the following members for the most 
attractive rooms and displays: 
Howard Foster, Allure Shoe Co.; 
Hugh Benedict, Daniel Green 
slippers, and Dick Springer, Free- 
man Shoe Corp. 


It’s another girl! 

A daughter, Gail Ann, was born 
May 5 to Keith and Beverly John- 
son, Denver. They have a son, 
Jeffrey, 11, and another daughter, 
Susan, 8. Keith, sales representa- 
tive for Red Wing Shoe Co., Red 
Wing, Minn., is former president 
of Mountain States Shoe Travelers 
Assn. 
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Wanted to Purchase 





Ur PRICES 
Jor surpuus sHoEs 
CANCELLATIONS 


COMPLETE STORES 


Write or wire for fast action . . . quality 
men's, women's and children's shoes 


: Phone CE 1-6747 
Fine Footwear for OVER 46 YEARS 


MOSINGER-COHN 


1235 Washington St. Louis 3, Mo. 





M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 








FOR CLOSE-OUTS of 
MEN’S, WOMEN’S and 
CHILDREN’S SHOES 
Complete Stocks and 


Stores Solicited 
At All Times. 


YOU GET 


MORE 


YOU GET 


CASH 


= 7-@ 5 o ¢—) 
—3 = £9) >a OOF 

79-81 READE ST 

NEW YORK 7. N.Y 


Phone: WOrth 2-5180 











B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 


YOUR NAME PROTECTED # 
B.&R.SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











Chuckle for a salesman 
Newsletter of the Ohio Shoe 

Travelers Club presents this week’s 

bit of humor: “No man is com- 


pletely worthless. He can always 
serve as a horrible example.” 


Emil Knox (left), a traveler for Desco Shoe 
Corp. in Greater New York and New Jer- 
sey, receives gold watch from company 
President Fred J. Diamant on completion 
of 20 years’ service. 
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WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 














KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 











TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 














‘EASY STEP’ 
PRICING helps 
upgrade work shoes 


Mass displays plus “easy step” pricing have helped 
Morris Miller, owner of Miller Shoes, Glendale, Ariz., 
sell the area’s biggest work shoe volume. 

Like most family shoe stores in an area dotted with 
industrial plants and large farms, Miller has preached 
the wisdom of buying quality rather than price in 
work shoes, but with indeterminate success. His worst 
problem in upgrading dairy workers, postmen, alum- 
inum plant employees and others from minimum price 
work shoes to higher quality was the jump in price, 
usually amounting to as much as four or five dollars. 


The long climb 
To overcome this, Miller began a long-range pro- 
gram, with greater variety in price as his goal. This 
meant a study of every brand of work shoe he could 
find, until, eventually, he had reshaped his inventory 
to include work shoes priced at $6.99, $9.99 and $11.99. 
With this relatively small spread from one price 
to another, plus concentrated selling, he began the 
long climb toward work shoe sales in the better quali- 
ties. This meant extending his inventory substantially 
and including several lines of heavy-duty field shoes 
for braceros, the Mexican nationals who visit the Ari- 
zona cotton fields on short-term work permits. Miller 
has now successfuly invaded all work shoe markets, 
except some of the large industrial plants that have 
non-profit work shoe plans for their employees. 
While he was broadening his inventory by some 
40 per cent, Miller began using window displays with 
work shoes given a commanding center spot. 
Results during 1960 showed work shoe sales well 
ahead of the best year before, a growing number of 
repeat customers and 60 per cent of sales in better 
quality shoes. 


Suggestion sells shoe polish 

That the fitting chair is the only logical point at 
which to present shoe polish and other findings, is 
another of Morris Miller’s principles. 

For 1960, Miller sold findings to one out of every 
three customers. He did this by switching from a big, 
self-service display alongside the cash register, to 
personal suggestion. The increase, which amounted 
to better than 20 per cent on findings, was carried 
out with no extra commissions, no separate advertis- 
ing program, and no price discounts. 

The secret is to carry five or six nationally-adver- 
tised brands of polish, and at least two or three choices 
in laces, shoe horns, dyes, water proofing, etc., Miller 
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said. Whenever a customer is about to complete the 
purchase of a new pair of shoes, Miller or the sales- 
man asks, “what kind of shoe polish do you use?” 
The chances are around 15 to 1 that the customer will 
name one of the brands already in stock. Where there 
is no express preference, it is a simple matter to 
gather up four or five brands and show them to the 
customer, with the suggestion that, at today’s prices, 
a new pair of shoes represents a considerable invest- 
ment, and that the customer would be wise to protect 
them with the right polish. 

“It’s definitely soft-sell,”’ Miller said, “presenting 
the polish at a time when the customer is perhaps 
thinking regretfully of the difference in the cost of 
shoes today and 20 years ago. It doesn’t take more 
than a single mention of the importance of preserving 
his investment to get the customer to ask the sales- 
man for his opinion on the best polish for the leather. 
We have experimented with all of them, of course, 
and we can give a decided recommendation that can 
carry some weight. That’s why we are selling polish 
even to customers who say they have more polish at 
home than they can use!” 


Competes with chains 

Even though chain drug stores and supermarkets 
in the area offer some of his more popular brands at 
prices as much as five to seven cents less, the Arizona 
shoe retailer consistently keeps up his high sales ratio. 
Tips on the best way of applying polish, on removing 
it from the fingers, and getting a professional shine 
with accommodation of cloth and brush, are some of 
the reasons. Miller was surprised when numerous 
customers commented that this was the first time a 
shoe salesman had made any effort to suggest the 
right polish for different materials. Miller and his 
salesman point out that there have been considerable 
advances made in polish and laces, just as there have 
been in shoes, and that the customer can benefit from 
“keeping in stride.” 


Matched handbags 


Offering fashion-minded customers the same advan- 
tages in matched handbag and shoe combinations as is 
to be found in high-end shoe salons has helped Kiamy 
Shoes, cancellation specialists in Phoenix, Ariz., make 
a success of their novel Town and Country “salon” 
store. 

A little more than two years ago, Joe Kiamy, presi- 
dent, took space in one of the city’s most exclusive 
shopping centers and produced a salon-type store 
carrying top-quality brands from the downtown can- 
cellation store’s stock. At first accessories were miss- 
ing but Kiamy found that he could buy handbags to 
match most of the 10 brands of women’s shoes being 
offered, often in the same price range as the shoes 
themselves. 

The result has been spot displays of matched hand- 
bags and shoes throughout the entire store, with 
more customer enthusiasm resulting than for any- 
thing else the Kiamy organization has tested. 
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OPPORTUNITY 


WANTED TO PURCHASE 











This exclusive Key Dealership will be 
of particular interest to you if you are: 
An experienced Shoe Traveler. _ i 
A retail shoe store operator with ambi- 
tious plans for expansion. : 

A man experienced with establishing and 
promoting retail outlets. } 

A man sick and tired of being retired. 
A man weary of taking orders from peo- 
ple of lesser ability who has enough 
courage to do something about it. 

If you qualify you will be licensed to 
offer the services of our laboratory to a 
select number of Retail shoe stores, Dept 
Stores, and Physicians in your territory 
that will serve as our agents. 

Our service is made possible through 
Magic Foam, a product of modern re- 
search chemistry, which permits our 
agents to make an instantaneous impres- 
sion of the human foot, which is then 
forwarded to our laboratory, there eval- 
uated and custom measured, custom made 
arch supports (called Foot Levelers) 
result. i 

For full information write giving us de- 
tails as to your past experience. 


FOOT LEVELERS, LTD. 
7 West End Drive 
Algonquin, Illinois 














POSITION WANTED 








AVAILABLE —MAN WELL 
VERSED IN SALES AND 
MARKETING TECH- 
NIQUES, ALSO GENERAL 
OFFICE, Cost accounting la- 
bor relations and manufactur- 
ing procedures. Capable han- 
dling large groups of salesmen, 
and a salesman himself. An ex- 
ecutive who would be a valu- 
able addition to some shoe 
company’s staff. 


Reply to Box 896, BOOT and SHOE RECORDER 





Chestnut & 56th Streets, Philadelphia 39, Penna. 








WOULD LIKE TO LOCATE WITH LIVE 
SHOE CONCERN AS BUYER AND MAN. 
AGER. OWNED MY OWN BETTER SHOE 
RETAIL business for 25 years. I am 48 years 
old and married. I understand every phase of 
shoe retailing, buying, trimming, etc. Reply to 
Box 904, Boot anp SHoe Recorper,, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





WANTED TO PURCHASE 





WANTED, DAMAGED, REJECTED 
WORN SHOES, “‘as is” conditions. All types. 
Regular purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa., KI 5-9766. 





TOP DOLLAR from EDDY 


for your 


¢ COMPLETE STOCKS ¢ CLOSE-OUTS 
¢ CANCELLATIONS 
We're always ready to buy at TOP DOLLAR & SPOT CASH 


EDDY SHOE CO. 132 No. 4th St. 
“Always Reliable” Phila. 6, Pa. 


Phone or Write 


WA 5-9533 or WA 35-9927 











SALESMEN WANTED 








Unusual Opening 


WOMEN’S SHOE SALESMEN 


One of America’s great growing brands has two excellent 
opportunities for experienced shoe salesmen. You must live 
in the territory ... you must be familiar with buyers in the 
territory. 


1. Texas, Oklahoma, Louisiana 
2. Wisconsin, Minnesota, Iowa, Nebraska, Dakotas 


Liberal drawing account. Established territory. Full details 
please in first letter. Strictest confidence will be maintained. 
Our staff knows of these openings. 


Reply to Box 908, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 











BATES SHOE COMPANY 


America’s fashion leader in men’s dress and casual foot- 
wear has an established territory available comprising of 
Florida, South Carolina, Alabama, Georgia, and the gulf 
area. Experienced manufacturers salesmen only. Write 
in confidence outlining experience and qualifications to: 


MR. MARTIN P. NESLUSAN, Asst. Sales Mer. 


BATES SHOE COMPANY 
PARK STREET, WEBSTER, MASSACHUSETTS 








SALESMEN WANTED 


DO YOUR TRAVELING EXPENSES 
RUN HIGH? WHY NOT WRITE US FOR 
THE SIDELINE THAT WILL pay your ex- 
penses? Top grade boot line. 7% commissions. 
Immediate in stock factory service. Openings 
in Iowa, Nebraska, Missouri, Kansas, Louisiana, 
Arkansas and Mississippi. Write in confidence. 
Reply to Box 899, Boot anp SHoE REcorpDER, 
oe & 56th Streets, Philadelphia 39, 
enna. 


MANY GOOD MIDWEST, SOUTHERN 
AND NORTHERN TERRITORIES STILL 
AVAILABLE. The work is hard but reward 
great. Write Modern Shoe Co., 1201 Washing- 
ton Avenue, St. Louis, Missouri. 








July 1, 1961 











REPRESENTATIVES DISPLAY 





WANTED 


ESTABLISHED WISCONSIN _ TERRI- 
TORY—OUR REGULAR REPRESENTA- 
TIVE IN THIS TERRITORY HAS HAD TO 
TAKE EARLY RETIREMENT BECAUSE 
OF ILL HEALTH. We need an aggressive re- 
placement to maintain this territory. All appli- 
cations held in strictest confidence. Our em- 
ployees know of this ad. Salary and/or com- 
mission to be arranged. This is an established 
Wisconsin firm. Reply to Box 905, Boor anp 
Snuoe Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 


DESCRIPTIVE CIRCULAR: Price Tickets, 
Sale Signs, Special Forms, on request. Mer- 
chants Service, 407 So. Dearborn Street, Chi- 
cago 5, Illinois. 


GIVE-AWAYS 


BACK TO SCHOOL—IMPRINTED PLAS- 
TIC PENCIL BOXES—comic books, surprise 
bags. Catalog. Hecht Mfg., 184 Merrick Road, 
Merrick, New York. 
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Classified 
and Want Ads 


INDEX TO 
ADVERTISERS 





SITUATION WANTED 


EXPERIENCED SALESMAN WANTS 
LINE, PHILADELPHIA and mid-Atlantic 
area. Women’s, Men’s & children’s. 30 years 
experience family shoes, buying selling and man- 
‘ Prefer traveling. Reply to Box 910, Boor 
AND SHOE Recorver, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


SIDELINE SALESMEN 
WANTED 


SIDELINE SALESMEN FOR NATION- 
ALLY ADVERTISED LINE OF SHOE 
POLISHES, TO COVER SHOE AND 
LEATHER TRADES, IN MIDWEST, 
SOUTH AND SOUTHWEST. GENEROUS 
COMMISSION. State qualifications, experi- 
— ~ ne Apa Shoe Polish, Richmond Hill 19, 
New “ork 


LINE WANTED 


vine va" MENS SHOE SALESMAN 
ITH EXCELLENT DEPARTMENT 
STORE AND RETAIL CONNECTIONS DE- 
SIRES MEN’S LINE FOR NEW YORK 
CITY AND SURROUNDING TOWNS. Reply 
to Box 909, Boor anp SxHoe Recorper, Chest- 
it & 56th Streets. Philadelphia 39, Penna. 


FOR SALE 


SHOE STORE, featuring Dr. Locke Ortho- 
pedic and Regular Style shoes and Knapp 
Cushion Shoes. Located in Hot Springs, Ar- 
kansas, famous for the treatment of Arthritis 
and Rheumatism with its Thermal Waters. 
People come here from all over the world to 
enjoy its famous baths and wonderful recrea- 
tional facilities. The business has been long es- 
tablished and is well located. Does not require 
a large inventory or large overhead expense. 
It is newly remodeled and well stocked. Present 
owner desires to enter other work, but would 
consider buying the business back in a few 
years. Contact James E. Smith, Jr., 616 Cen- 
tral Ave., Hot Springs, Ark. 


























SHOE STORE. ADVERTISED FRAN- 
CHISE, MODERN FRONT, FIXTURES, 
AIR-CONDITIONED. RETIRING. Reply to 
Box 907, Boot anp Snore Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





FAMILY TYPE SHOE STORE IN CEN- 
TRAL CALIFORNIA. Ideal for man and wife 
operation. Returns excellent on small invest- 
ment. Not a panic sale. Reply to Box 903, Boot 
anpD SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





MODERN, 


“AMILY SHOE STORE. 
rE Advertised 


AN LOW INVENTORY. 
ands, low expenses, man and wife operation, 
Si uithern Illinois. Reply to Box 902, Boot anp 
SHoe Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 
A GOING CONCERN, CURRENTLY 
MANUFACTURING INFANTS AND CHIL- 
DREN’S Pre-Welt, Bonwelt and Cement shoes, 
located in Eastern Pennsylvania. Reply to Box 
890, Boor anp Snore Recorper, Chestnut & 
56th Streets. Philadelphia 39, Penna. 

FAMILY SHOE STORE, NORTHERN 
CALIFORNIA TOWN, 37,000 population. 
Only shoe store in 50 store shopping center. 
800 shoe club members. Good lease, low over- 
head. Ill health forces sale $12,000.00. Reply 
to Box 912, Boor anp Soe Recorver, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 








FAMILY SHOE STORE, CENTRAL 
MASSACHUSETTS. DOCTOR FORCES ME 
TO RETIRE. Established 39 years. Inventory 
$24,000. Best location in town. Will do 40,000 
and better. For quick sale. $11,000 will take 
it. Reply to Box 911, Boot ann Snort Re- 
corver, Chestnut & 56th Streets, Philadelphi: 
39, Penna. 


This index is published as a convenience. No 
liability is assumed for errors or omissions. 


Acme Boot Company 


B & R Shoe Company 
Baris Shoe Company 
Beebe Rubber Company 
Blue Star Shoes, Inc. 


Camitta Shoe Co. 
Chairmasters 


Dow Corning Corporation 


Eddy Shoe Company 
Endicott-Johnson Canuntion 


Flowers of Hawaii 
Foot-So-Port Co. 


Gardiner Shoe Company, Inc. .. 42 


Gerberich-Payne Shoe Company 
Back Cover 


Gotham Shoe Mfg. Co. at Wate 


Hempstead Shoe Co. 
Hubschman, E., & Sons 


Second Cover 
Juvenile Shoe Corporation of America 9 


Kaysam Corporation of America.... 41 
Kelly Sales, Inc. 


Long Arm : 
Lucky Sales Corp. 


Miller, O. A., Shoe Co. 
Mosinger-Cohn Shoe Co. 
Musebeck Shoe Co. 


Naugatuck Chemical Division of United 
States Rubber Company 
Inside Back Cover 


Quoddy Moccasins 


Radio Free Europe 
Ripple Sole Corp. 
Rubin, Irvin 


Scott Foot Appliance Co. 

Simplex Shoe Manufacturing Company 
Step Master Shoes, Inc. 

Stoff, M., & Company 


Tingley Rubber Corporation 
Topps Shoe Store 


U.S. Savings Bonds 


United Shoe Machinery Corporation 
18 


Vaisey-Bristol Shoe Co. AeA a | 
Viner Bros., Inc. eee 
Vulcan Corporation 55 5S 


Weil M. K., Shoe Company ........ 59 
Wellco Shoe Corporation 
Weyenberg Shoe Mfg. Co. 


THE LAST WORD 





Big deal 


Stories of “Bigfoot,” an eight-foot 
denizen of the forest in Northern 
California’s wild Trinity County, 
are among the main topics of con- 
versation in that area. He is sup- 
posedly an Indian or half-breed 
who has reverted to an animal ex- 
istence. A footprint believed to be 
his was measured by a Redding 
shoe store owner and found to be 
size 24! 


Death of a salesman 


Shoe salesman to lady, after 
showing half his stock: “Mind if 
I rest a few moments, madam? 
Your feet are killing me.” 


Lazy Americans 


More than seven in ten Ameri- 
cans have foot trouble by the time 
they reach middle-age, mostly be- 
cause they’re too lazy to walk, a 
foot specialist said recently. 


The size of it 


A Lansing, Mich., retailer re- 
ports that he had a customer who 
said, “I hope you understand that 
I want shoes that look smart, yet 
feel comfortable.” 

His salesman surveyed the situa- 
tion and replied, “Sure, ma’am, 
you want them large inside and 
small outside!” 


No sense of humor 

A. §S. Beck Shoe Corp. turned 
down a movie promoter’s request 
for a tie-in advertising campaign. 
Name of the movie: “The Misfits.” 


Tradition 

Peak and Company of Oxford 
St., London, was estabished in 1791 
and is still run by the same family. 
They make hunting boots and the 
big jack boots worn by Life 
Guards and Horse Guards. They 
are said to be the originators of 
patent leather. 
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Naugatuck PARACRIL 0ZO 


The oil-resistant, ozone-resistant nitrile rubber 





LEFT: PARACRIL OZO SOLE 
on test pair of shoes worn 
in direct contact with steel 
chips and oil, 5 days a 
week, for a full six months, 
on and off the job. Shows 
substantially less wear than 
standard oil-resistant sole 
at right. 


RIGHT: PARACRIL 0ZO HEEL 
on the other test shoe is 
still like new, while stand- 
ard oil-resistant heel at left 
is worn smooth and begin- 
ning to crack. 


New sole material outwears others 


New PARACRIL* 0Z0—developed by the 
Naugatuck Chemical Division of U.S. Rubber 
is a shoe sole and heel material amazingly 
long-lasting—far superior to all others on 
the market. What's more, they are available 
in bright, permanent colors! 


Compared with one of the toughest mate- 
rials known, new PARACRIL 0ZO heels and 
soles are: 


@ 277% more abrasion resistant! 
@ free of flex growth after 25,000 cycles 


@ 5 to 10 times more resistant to fuels and 
oils than existing standard oil-resistant 
shoe soles. 


Find out about PARACRIL 0Z0’s heel, sole, 
and shoe selling advantages NOW! Write 
us for further information. 


Naugatuck Chemical 


735P Elm Street 
Naugatuck, Connecticut 





Division of United States Rubber Company 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rudber Co., Ltd., Elmira, Ontario » CABLE: Rubexport, W. ¥. 





2455—ANTIQUE BROWN 
2452—-BLACK 


2409—ANTIQUE BROWN 
2407—BLACK 


2401—ANTIQUE BROWN 
GC-9——BLACK 


” 2242—ANTIQUE BROWN 
2241—BLACK 


Be ready for Back-to-School with 


THESE FOUR DRESS-UP STYLES 


BY GERBERICH—THE BALANCED LINE 


Get your Back-to-School selling off to an early start 
| with these four styles. They’re typical of Gerberich’s 
new and faster early Fall line. In-Stock to Gerberich 

————. 


Dealers, in Youths’, Boys’ and Big Boys’ size runs. 


i ‘ ’ ' 
Gab COIN GERBERICH-PAYNE SHOE COMPANY - MOUNT JOY, PENNSYLVANIA 














